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‘Accounts, accounts, accounts!” cried the Young Wife. 
‘Every time I add ’em up they come different !”’ 
** Don’t I know !” said Mr. Punch. “ For instanee, 


one very great authority tells me I have more than 


one and three-quarter million readers—half of 


them women.” 

“Goodness!” said the Young Wife. ‘Then why worry ?” 
“] don’t,” replied Mr. Punch, “I ponder. You 
see, another well-informed source reckons that’s 
less than half the story. He makes it more than five 
and a half million ... Are you one, by any chance?” 


“Me?” said the Young Wife. “I hardly read anything 
nowadays, except maybe bills. Of course, I see puNcH 
most weeks, at the Robinson’s, or the clinic, or the 


hairdressers . . . 


‘“‘ That’s the answer, you know,” said Mr. P... 


... everybody picks up 


OUNCH 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10 BOUVERIE STREET, LONDON, E.C.4 ‘PHONE: CENTRAL 916! 
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ADVERTISER'S WEEKLY 


Recognition 


Sir,—Your articles on agency 
recognition merely demonstrate 
the autocratic attitude of news- 
paper and periodical Press groups. 
To arrive at a full understanding 
f the position the whole truth 
ims be told. 
? The fact is that the wretched 
ystem of adding a “fixed per- 
entage” commission to advertise- 
ent rates for remunerating 
ae agents is an injustice 
Ho small advertisers and a temp- 
tion to recognised agencies to 
ndulge in practices detrimental 
Mo their clients’ interests, 
) Large advertisers often pay 
commission to recognised adver- 
Hising agencies in the loaded rates 
Sums that are absurdly in excess 
‘of the value of the work done, 
ut they do at least receive a ser- 
Vice. On the other hand service 
fo the small advertiser has to be 
Tefused by recognised agencies 
Because the commission on small 
gums is quite inadequate to meet 
The cost. Yet these small adver- 
tisers, forced to provide their own 
Service in most cases, must also 
pay the full “commission loaded” 
fates. And so your sub-title 
“Hardship to the few justified by 
benefits to the many” is reversed 
and becomes “Hardship to the 
Many justified by benefits to the 
few.” 

Remuneration in the form of 
an agreed fee with the advertising 
agent is fair. Why then en- 
deavour to justify an antiquated 
system that is grossly unjust to 
all parties and which fails entirely 
to meet present day needs? 

W. H. GOODCHILD 
114-115 Holborn, E.C.1. 


Harsh Conditions 


Sir,—Your articles on agency 


recognition will have interested 
many readers, especially those 


To The Editor. ‘ 


who have been victims of the 
harsh conditions imposed by the 
N.P.A.-Newspaper Society agree- 
ments. It 1s noteworthy that in 
the United States such agree- 
ments would be illegal. They 
should be in this country, too. 
The only people who emerge with 
any credit are the Periodical 
Proprietors’ Association. 

There can be little doubt that 
the present method of recognition 
is a restrictive practice, and the 
agency business a “closed shop,” 
in the supply of service to adver- 
tisers. It is time the system was 


overhauled. 

A. E. WARREN. 
2 Nathan Street, 
Bolton Road, Bradford. 


‘Silent Service’ Of 
A Trade Journal 


Sir,—I feel I must point out 
that the Laundry Journal was not 
the only periodical to receive the 
telegram from the U.S. Govern- 
ment referred to in your issue of 
November 15. 

Power Laundry: Dyeing & 
Cleaning News also received a 
copy, duplicated it the same day 
and sent it to all laundry and dry- 
cleaning engineers in Britain. 

This is just one of the many 
“silent services” which Power 
Laundry is constantly offering its 
readers, These services have in- 
cluded sponsorship of the Dry- 
cleaning , Technical Training 
Bureau —- the body which 
organises training classes for the 
dry-cleaning industry; the organ- 
isation of parties of cleaners and 
launderers to attend conferences 
abroad; tours of British laundry 
and dry-cleaning industries for 
Overseas -visitors; a free trade 
advice service; and a technical 
advice service, for which a 
nominal charge is made. 

PRESS OFFICER, 
Associated Iliffe Press. 
Dorset House, 
Stamford Street, S.E.1. 


Herts And Beds 
As Test Market 


Sir,—Mr. Bishop (November 
8) challenges Leslie Bird's 
reported statement that the area 
served by the Herts & Beds news- 
papers would be an extremely 
good test market for the London 
area. He bases his criticism, how- 
ever, on two mis-statements. 
Herts & Beds are not two of the 
most sparsely populated counties 
—the density of population being 
slightly above the average for 


England and Wales. Their in- 
terest is not mainly agricultural 
—only 28} per cent of the popu- 
lation live in the rural areas. Has 
Mr. Bishop lost sight of the fact 
that there are many large manu- 
facturing centres in the two 
counties? 

The confusion seems to lie in 
the term “London Area.” The 
area selected for a test campaign 
would depend on whether this 
phrase meant Greater London, 
the area served by London even- 
ing newspapers, the area from 
which people make regular 
journeys to London for business, 
pleasure or shopping, or even the 
area around, but not including, 
London. 

To prove anything at all a test 
campaign must be conducted in 
an area which compares as closely 
as possible with the whole area 
which will be used if the test is 
successful. We claim that Herts 
& Beds bear the closest possible 


IN THIS ISSUE— 
New Monthly Packaging Feature 
—page 408. 

NEXT WEEK’S issue will include 
a Sweden Supplement, 


relation to England and Wales as 
a whole, Two years ago we issued 
a brochure entitled “The Market 
Place of Herts & Beds” which 
did much to substantiate this 
claim. Copies are still available 
to interested persons. 
AUBREY E. EDDY, 
Chairman, Herts & Beds 
Newspaper Advertisement 
Executives’ Association. 


Screen Ads. 

Sir,—In your issue of Novem- 
ber 15 Miss Ingrid Miller, of 
Theatre Publicity Ltd., takes me 
to task (at some length) for the 
report published in your issue of 
a fortnight earlier, of an address 
delivered by me to the Regent 
Advertising Club. 

It is wholly unreasonable to 
suppose that a lecture occupying 
forty-five minutes, on a technical 
subject, and addressed to a 
student audience, could be com- 
prehensively summarised jin two 
short paragraphs of “Club News.” 
The implications which Miss 
Miller reads into my address are 
not justified by anything which | 
said, nor, I suggest, by your 
report of it. 

HARRY HENRY. 
Director, Market 
Information Services Ltd. 


NovemBer 22, 1951 


The ‘Elements’ Of 


J 

Exam. Success 

Sirn—As one who failed the 
Advertising Design and Presenta- 
tion paper in Part B of the Ad- 
vertising Association Diploma 
examinations, I have been 
wandering from tutor to text 
book; from agency executives to 
advertising “boffins” trying to 
seek a reason why, so far without 
much success. 

Consider Question 1 on the 
paper: 

“An agency creative team 
has discussed the preparation of 
a new 8 in. d.c. advertisement 
and has agreed that it shall con- 
tain six elements, which the 
layout man must incorporate 
in his rough. 

“Name what ycu consider 
mighi be six likely elements 
and discuss their relative func- 
tions and importance.” 

For this I gave the following 
elements: 1. Headline; 2. Sub- 
heading; 3. Illustration; 4. Copy 
matter; 5. Coupon; 6. Name block. 

Their relative functions and 
importance were placed under the 
headings of Attention, Interest, 
Desire, Decision, Action, follow- 
ing the immediate-action ad. 
through its logical sequence, and 
all headings were suitably quali- 
fied. 

I see that Vincent Steer gives 
five of these elements (describing 
them as such) with identical ex- 
planations to my own. 

Now consider the syllabus. We 
have no mention of the elements 
previously stated but we are 
given: “Elements of Design: 
composition, balance, unity, har- 
mony and contrast.” 

I am now wallowing through 
the Oxford Dictionary to obtain 
a strict definition of the word 
“element.” 

Where do we go from here? 

SUFFERING STUDENT, 

(Name and address supplied.) 


ORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3/72 
The home of (DEAS for neatly half a 
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News of PRITCHARD, WOOD 


Off round the world again 


Soon now, we are setting off on another trip Associates, vet our media selections, check the 
round the world. This will be our second complete suitability of copy angles, and make reports on these 
circuit in the last 4 years; and in between, we have markets for our clients. ; 
been to Africa, right across the U.S.A., and almost . 
everywhere in Europe. Sum total, for us, will be an overseas department 

still more widely informed and equipped. Let’s call 

Obviously, a round-world trip is a costly affair. it an example of how this agency — all sides of it — 
Is it worth it? To us? To our clients? is never content to be good without trying to be better. 


We don’t believe we are throwing the money 
away. 


During the Advertising Convention last summer, ~ 
we gave a little party for our overseas agents. By the 
time Henry Deschampsneufs — who is manager of 
our overseas department, and the man who will make 
this new trip — by the time he had been embraced in 
20 different languages, we felt sure personal contact 
had been valuable in consolidating our arrangements 
overseas. 


But the value to our clients? 


We print at the foot a list of those for whom we 
handle campaigns overseas. A word with one or two 
of them would be your best guide to the quality and 
awareness of this side of our service. 


We aim to look this time at Pakistan, India, 
Ceylon, Burma, Siam, Malaya, Indonesia, Australia, 
New Zealand, Canada, U.S.A. We shall visit our 


Clients using our overseas department are :- 


ALUMINIUM UNION LIMITED - AUSTIN REED 
BAYLISS, JONES & BAYLISS 
GLAXO LABORATORIES - HALEX - HEAL’S 
JOHNSON & JOHNSON 
JOWETT CARS - MORLEYS 
NEWTON CHAMBERS (IZAL) 
SANDEMANS - TRAIN & MciINTYRE 
BANK OF LONDON & SOUTH AMERICA - ETC., ETC. 


THEIR ADVERTISING IS APPEARING IN 40 DIFFERENT COUNTRIES. 


F. C. PRITCHARD, WOOD & PARTNERS, LIMITED 


ADVERTISING AND PUBLIC RELATIONS, 25 SAVILE ROW, LONDON, W.1. — REGENT 7080 (16 LINES) 
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Sells more copies. Sells more goods. WOMAN AND HOME is Britain's 


biggest—selling monthly magazine, And, for feminine, home 


and family products, Britain’s greatest monthly advertising medium. 


WOMAN TOME 


AN A.P. PUBLICATION ~- PAGE RATE £540 - I/- MONTHLY 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, E.C.4 
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Sir Miles Thomas, president of the British Advertising Association, 
welcomed at the Advertising Club of New York, on Friday. 
L. to r. Andrew J. Haire, past president of the Advertising Club of 
New York and president of Haire Publishing Co.; Eugene S. Thomas, 
past president of the Advertising Club and manager WOR-TV; 
Elon G. Borton, president of the Advertising Federation of America; 
Sir Miles Thomas; George S. McMillan, president of the Advertising 
Club of New York and vice president of Bristol Myers Product 
Division; C. King Woodbridge, past president Advertising Club of 
New York and president of the Dictaphone Company; Gilbert T. 
Hodges, past president of the Advertising Club of New York and 


executive of the 


“Wall Street Journal”; 


Charles C. Green, past 


president and managing director of the Advertising Club of New York. 


America Praises I.A.C. 


High praise for the Inter- 
eeteut "Naection Confer- 
ence was voiced by leaders of 
American advertising at a 
luncheon given by the Adver- 
tising Club of New York and 
the Advertising Federation 
of America last Friday, when 
Sir Miles Thomas (president, 
Advertising Association) and 
Lady Thomas were the guests 
of honour. 

Elon Borton, president of the 
Federation, said it would not be 
possible to reproduce, even in 
New York, the combination of 
hard factual discussion and im- 
pressive social occasions that 
were put on in London. British 
people had left no doubt in the 
minds of their visitors that they 
were virile and alert, and he felt 
that if they could create that 
impression after having been so 
long in the forefront of the 
battle, they deserved not only the 
support but the friendship of 


Americans and the other people 
of the world. 

A far better ‘international 
understanding of advertising had 
resulted from the Conference, he 
said. Whereas people previously 
had written to each other purely 
as names, now they communi- 
cated as person to person, which 

@ continued on page 421 


‘Express’ Spotlight On Finance 


Over £570,000 On 


Agents’ Commission 


Commission to advertising 


agents accounted for £574,296 
or 4°23 per cent of the expen- 
diture of the Express group, 
during the year ended June 
30, 1951. 

ge is one of the facts disclosed 
in the annual] report, as remark- 
able for the quality of its produc- 
tion as for the information it 
contains. Printed on art paper, 
lavishly illustrated with photo- 
montage pictures, and protected 
by semi-stiff covers, it is a fine 


, example of how figures can be 


clarified and dramatised by the 
technique of a great modern 
newspaper organisation. 

Other facts disclosed are: 

65-35 per cent of the group's 
income (£8,874,859) was paid by 
the public for newspapers. 

30-69 per cent (£4,168,839) was 
paid by advertisers for space. 

Discounts to newsagents 
(£3,167,773) accounted for 23-32 
per cent of expenditure, paper and 
ink for 22°66 per cent, promotion 
and publicity (£160,726) for 1:18 
per cent. 

Advertisement revenue of the 
Daily Express was £1,913,861 
(£1,752,408 in previous year); 
Sunday Express £425,321 
(£388,934); Evening Standard 
£1,059,636 (£1,040,237). 


There are 7,446 employees on 
the Express group payroll. 

The Express newspapers are, 
it is stated, the largest consumers 
of newsprint in this country. 
Present consumption is at the 
rate of 75,000 tons per annum, 
14:3 per cent of all the news- 
print consumed by newspapers in 
Great Britain. At £65 a ton, this 
will cost the group £4,875,000 
+ ara against £750,000 in 


Although the group’s trading 
profit 1s substantially up, there is 
an increase of £84,000 in tax, 
making net profit £21,000 lower 
at £293,748. 

Profit and loss account for the 
London Express Newspaper Ltd. 
reveals that net advertising 
revenue was £1,913,861 
(£1, are the previous year); 
newspa sales net revenue 
£3 669. OL (£3,291,773). Profit, 
after providing for depreciation, 
was £794,114, of which taxation 
absorbed £506,037, leaving a 
balance of £288,077, compared 
with £309,738 for 1950. 

Subsidary activities, such as the 
London Express News and Fea- 
ture Service, the promotion of 
national events, books issued by 
Lane Publications (nearly 4 
million in 1950), and the produc- 
tion of flong for stereo matrices, 
are also discussed and illustrated. 
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NEWSPRINT 
SELLERS’ 
~VISIT 


Newsprint supplies for the first 
six months of next year will be 
disétissed by a trade delegation 
from Scandinavia arriving in 
Britain this week-end. 

“Last year the Seandinavian 
vernment imposed an export 
levy of £4 a ton on newsprint. It 
has been raised steadily by the 
Swedish and Norwegian Govern- 
ents until for the last quarter 

1951 it amounts to £25 a ton 
nearly 40 per cent of the total 

ice. The Swedes would like to 
Hetese it further, but in London 


trade opinion js hardening against 


such suggestions. 

‘Reeruiting For 

The ‘Sandwich’ 
Ad. Course 


Recruiting is now in progress 
for the semi-residential “sand- 
wich” advertising course intro- 
duced on Clubs Day at the 
International Advertising Con- 
ference in July. 

Organised by the Leicester 
Colleges of Art and Technology 
with the co-operation of the pro- 
fessional authorities, the course 
is designed to produce high- 
citlibre all-round executives by 
adapting the methods successfully 
used at Leicester in the field of 
industrial management. 

A sixteen-month course—from 
January next until May 1953— 


_ has been planned in which three 
_ residential periods of four weeks 
_ each at the Leicester Colleges are 
_ combined with three long “read- 


ing periods’ when the student 


"remains at his normal place of 


work and studies under the direc- 
tion of the Colleges. 
The residential periods will be 


_ devoted mainly to project work, 
‘so that the potential executive 


will “have personal practical ex- 


perience of as many phases of 
advertising as possible. The 
reading periods are each broken 
by two short week-end 
“Tutorials” at Leicester. 

The curriculum covers prepara- 
tion for professional examina- 
tions, and an internal examina- 
tion—-based on actual project 
work—will be taken at the end 
of the course. 


‘House Full’ For 
' A.A. Dinner 


Every ticket has been sold for the 
Advertising Association's annual 
dinner and dance to be held at the 
Dorchester Hotel, Park Lane, on 
November 26. A _ waiting list for 
those unable to get tickets has been 
compiled in case of cancellations. 

The toast of the Advertising 
Association will be proposed by 
Lord Woolton, Lord President of 
the Council and responded to by 
Sir Miles Thomas, President of the 
Association. Sir Miles will also 
propose the President of Inter- 
national Advertising Conference, the 
response being by Lord Mackintosh. 
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No ‘Incentive’ In Agents’ Pay— 
Yet Unselfish Service Given 


Queries On 
Commission 


Rate of commission allowed 
to advertising agents by many 
billposting companies and 
provincial newspapers was 
criticised at a meeting of the 
Scottish branch, Institute of 
Incorporated Practitioners in 
Advertising, last Saturday. 

Facts disclosed provided 
evidence, it was claimed, of 
the difficulties being faced by 
provincial agencies in endea- 
vouring to give full service to 
their clients and develop their 
advertising. 


Ad. Readership 
Check Plan 


Social Surveys Ltd., of which 
Dr. Henry Durant is director, and 
which is the commercial counter- 
part of the Gallup Poll, is to con- 
duct a weekly “reading and 
noting” check on advertisements 


* in the Daily Express, Picture Post, 


and possibly the Daily Mirror, it 
was decided at a meeting on 
Tuesday. 

Continuous checks on adver- 
tisements have been conducted 
by Social Surveys for the past 
two or three years. Among the 
original subscribers to it were: 
J. Walter Thompson, Mather & 
Crowther, Young & Rubicam, 
Erwin, Wasey, Lintas, Crawfords, 
Bensons and Pritchard, Wood & 
Partners. 

One of the biggest advertisers 
in the country is also interested, 
reveals Dr. Durant. 


FOOTPRINTS ON 
THE SANDS 
ON TIME 


Before planning publicity material 
for Wembley’s ice pantomime, 
“Robinson Crusoe on Ice,” a cross- 
section of children of both sexes 
was selected and the question, 
“What do you know about Robin- 
son Crusoe?” put to individual 
members of the sample. “ 

The vast majority of replies 
stressed one particular feature of 
the story: which ~apparently had 
special appeal to children. This 
was the discovery by Robinson 
Crusoe of the mysterious footprint. 

With this basic theme in mind, 
Wembliey’s publicity department 
planned their 64 sheet, 48 sheet, 16 
sheet and double crown posters and 
showcards. 


Scottish I.A.M.A. 


Under the chairmanship of J. H. 
Miller-Wheeler, the Scottish group, 
1.A.M.A., met last week in Glasgow 
to hear addresses from three mem- 

ers of the Glasgow branch, 
1.S.M.A. They were: W. E. Scul- 
thorp, chairman,  W. Findlay 
(Hoover Ltd.) and J. M. Hannah 
(United Creameries Ltd.). 


The way in which the ad- 
vertising agent is paid for his 
work— 

Offers him no financial 
inducement to save his 
client’s money; 

Is not accurately aligned 
to the quantity and quality 
of his services; 

Provides no direct in- 
ducement to give his time 
generously to studying 
marketing problems; 

Is not related to sales 
turnover— 

BUT works excellently 
in practice. 

Arriving at this conclusion in 
the course of an address at the 
British Institute of Management 
Conference at Harrogate, 
R. F. A. Sampson (local director, 
Newton Chambers & Co., Ltd.), 
said: 

“It is, I think, a tribute to the 
advertising profession that the 
adyertising agent performs the 
great service to industry he un 
doubtedly does, with outstanding 
success and with complete un- 
selfishness.” 

In leading up to this conclu- 
sion, the speaker had emphasised 
the disproportion between th: 
agent’s work and his rewards. 
Large repetitive business, he said, 
could be highly remunerative, 
and such accounts must be the 
dream of every agent. But the 
handling of technical advertising 
in specialist periodicals could 
demand a disproportionaie 
amount of hard work for a small 
return, or alternatively could 
encourage the agent to allocate 
the work to juniors, or even leave 
it to the client himself, on the 
excuse that it was highly techni- 
cal. Nor was it always true that 
one type of advertising levels out 
the other, since they were usually 
in their own isolated fields. 

The agent was paid nothing 
for attendance at meetings, nor 
for all the time he gave (or 
should give) to marketing pro- 
blems not directly connected 
with the space or services he 
bought for his client. In theory 
the less time he spent on these 
marketing problems the better off 
he was. 

If the advertising succeeded, 
there was no extra profit to the 
agent; if it failed he did not lose. 
unless in an extreme case he lost 
the account. 

It could be argued, in theory, 
that if the advertising agent was 
working as a commercial man he 
should have a direct incentive to 
get results—that was to build up 
his client’s turnover with the 
lowest possible expenditure on 
behalf of his client; for example, 
a commiss‘on On sales turnover. 


Screen Ads. — 


Statistics 


Independent cinemas represent 
the great bulk of the cinemas in 
the United Kingdom available for 
advertising—86-05 per cent. 

Out of 4,781 cinemas, indepen- 
dent as well as chain owned, 
3,975 are available for advertis- 
ing. 

These figures are revealed in a 
report on “The cinema and ad- 
vertising” being circulated to ad- 
vertising agencies by S, Presbury 
& Co., Ltd. The report empha- 
sises that it is the independent 
cinemas that are the backbone of 
the cinema industry. They com- 
prise 79-61 per cent of the 
cinemas in this country, many of 
them occupying a solus position. 

During 1950, 1,396 million 

people went to the cinema. 
With a total capacity of 71 
million seats the average 
attendance per performance 
was 38 per cent but average 
attendance for the independent 
cinemas was well over 40 per 
cent. 

Forty-five per cent of cinema 
goers during 1950 were women. 
41 per cent men and 14 per cent 
children under 16. 

People going twice a week or 
more made 16-4 per cent of the 
total; 28 per cent went once a 
week; 7°7 per cent went once a 
fortnight; 11-2 once a month; 
and 36:7 per cent less than that. 

From a group tested on product 
reaction, 52 per cent memorised 
the product. 


ODD SP@T 


Oh! No. The police are not 

gz ads., but when an 

officer’s boots leaked in a 

rainstorm at Watford, and an 

enterprising trader offered him 

something to stand on—this is 
what happened. 
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NOVEMBER 22, 1951 


Uneseo Tells The World 


ADVERTISER'S WEEKLY 


Why Britain Needs 10-Page Daily Papers 


STATUS OF TRADE AND TECHNICAL 
JOURNALS EMPHASISED IN SURVEY 


A’ average of eight or ten pages daily in national newspapers 
in the United i Kingdom i is considered the absolute minimum 

nt of “a highly literate and _politically-conscious 
population” like the British, states the latest surveys on mass 


communication published by 
Unesco. 


These reports, covering the 
facilities for communication by 
Press, film, and radio in 44 
countries bring the total of 
countries and territories covered 
in this series of surveys to 87. 

The section of the surveys 
devoted to the Press in the 
United Kingdom is, in the main, 
factual, but the following observ- 
ations indicate what Unesco is 
telling the world about the British 
situation. 

Circulation: Although there are 
signs that circulations may have 
reached saturation point, the total 
net sale still represents an enor- 
mous figure. Unfortunately no 
statistics are available as to how 
many people read two or more 
newspapers, but there is no doubt 
that many do. 

Weekly Newspapers: The 
weeklies are an intimate factor in 
the local life of the nation. ... 
Particularly in rural areas the 
weekly is read in detail to a far 
greater extent than the national 
daily with the possible exception 
of The Times. 

Readership: Development of 
news by radio and the smaller 
size of newspapers has led, jnevit- 
ably, to a readership which, in 
many cases consists of glancing 
at a newspaper. This, perhaps, 
may be a cause of the increase 
in the number of comic strips and 
in the use of illustrations for 
advertisements. 

Advertising: There is a very 
large advertising pool in the 
United Kingdom of which the 
Press, including magazines and 
periodicals, takes a substantial 
share. . . . There is at present no 
strong competition from other 
media. Until the newsprint 
problem is settled the demand for 
advertising space will continue to 
exceed that available. 


Distribution: Development of 
newspaper distribution by air will 
undoubtedly increase, 


Magazines and Periodicals: 
There is a tendency to minimise 
the importance of the periodical 
Press in the U.K. as a result of 
its comparatively recent develop- 
ment. . . . With the present vast 
readership of magazines and 
periodicals the horizon (of cir- 
culation) may well be in sight— 
a fact which can only lead to 
greater competition. 

Trade and Technical Journals: 
These, and specialised journals, 
though their circulations are com- 
paratively small, can, in most 


cases, be considered as national 
since they have subscribers in 
every part of the Kingdom. They 
hold a particular status and are 
often considered as a reliable 
source of information by both the 
Government and readers overseas 
in any one particular field. Their 
importance in the business life of 
the nation cannot be over- 
estimated. 


Equipment: 


It is safe to say 


_that the equipment of the Press 


has never reached a higher tech- 
nical standard than at present. 

(Reports on the Facilities of Mass 
Communications—Press, Film, 
Radio Vol. IV 1950, is obtainable 
through H.M. Stationery Office, 
price 19s. 6d.) 


Mrs. R. M. Smyllie, wife of the editor of the 


“Irish Times,’ presses a 


bution to start the paper's new rotary presses. ; 


New Rotary for ‘Irish Times’ 


A_ four-page supplement giving 
the history of the Irish Times, the 
story of the fire b gutted their 
building last September. and illus- 
trations of the new premises was 
included in the first issue of the 
Trish Times to come off the new 


£85,000 rotary press last week. 
During the intervening period the 
paper had been print by the 
Dublin Evening Mail and help ha 
also been accorded by the Irish 
Press and the Irish Independent. A 
new style title piece is now used. 


PRESS NEWS & PROSPECTS 


NEWSPRINT : 


STOCKS ARE 


‘DANGEROUSLY LOW’ 


Even if supplies of newsprint from all sources come up to expecta- 
tions there will oo ee come Soe a Saber sete of consumption 


next year. This estimate of 


Comm 

As from Sunday permitted con- 
sumptions reverted to those in 
operation prior to the General 
Election, the Rationing Committee 
having decided, after a review of 
the supply situation, that the extra 
allowance of 9 per cent could con- 
tinue no longer. 

It has also been agreed that the 
newsprint saved by non-publication 
at Christmas and New Year may 
not be used for the purpose of 
extra sales or increased sizes but 
must be retained in stock. 

Committee state: “Newsprint 
stocks have risen slightly but they 
remain at a dangerously low level 
and provide no reserve against pos- 
sible contingencies. A small increase 
in home mill supplies is expected 
in the last two months of the year 
and it is hoped that this will con- 
tinue next year. There should also 

a further increase in home mill 
output when the new capacity comes 
into production. 

“The contracts with Canada have 
been restored and they provide for 
a modest increase in supplies in 
1952. However, we must be pre- 
pared for some seasonal reduction 
in the coming winter months. 

“Even if supplies from all sources 
come up to expectations there will 
be little margin for a higher rate 
of consumption next year. ean- 
while, the raising of stocks must be 
our first concern and we cannot 
anticipate any additional consump- 
tion until the stocks reach a safer 
level. 

“The need for economy in news- 


the situation has been sent to newspapers 
by ~ Newsprint Rationing 


print consumption remains as great 
as ever and newspapers should 
adhere strictly to the Rationing 
Committee rules governing con- 
sumption and sales promotion.” 

General increase in selling prices 
has made it impossible for permitted 
consumptions to be increased solely 
on the ground of a hicher selling 
price. 

Accordingly the Rationing Com- 
mittee has decided that it can now 
only consider applications for an 
increased ration where cxceptional 
conditions exist, e.g. where a news- 
paper is placed at a competitive dis- 
advantage by reason of changes im 
price. 


* * * 

The size of Eagle wil! be reduced 
to the size of its sister paper, Gh 
There is no change in the advertis- 
=. 

he ajteration will take place 
Starting with the issue dated 
January 4. This alteration affects 
all black and white advertising 
going to Press after November 30, 
and all colour advertising going to 
Press after November 16. 

* * 


* 

After 47 years with the News of 
the World, circulation director, 
Reginald Bezzant, will be guest of 
the directors at a luncheon to mark 
his retirement on December 14. E. 
Edwards will continue as circula- 
tion manager. 

One of the most prominent circu- 
lation men in Fleet Street, Mr. 
Bezzant celebrated his 21st year as 
chairman of the Sunday Circulation 
Managers’ Committee in January 


. Sales 


of trade 
3 years of 


1949. His vast knowl 
problems is backed by 
experience. 

ristol born, his first. job was 
apprentice journalist on the Cliftan 
and Redland Free Press. He joined 
the South Wales Daily Telegraph 
and then the Western Mail where 
he combined circulation work with 
sketching cartoons. Mr. Bezzant was 
appoinied South Wales represent.~ 
tive of the News of the World ini 
1905 and in 1911 transferred to 
London. He was publicity mai e, 
London trade manager, publis 
and circulation manager and finally 
circulation director. Mr. Bezzant 
has seen the circulation rise from’ 
400,000 to the present world record 
of nine * aseg 

* 

oe at a meeting of the North 
West D.C. of the Newsagents’ 
Federation in Manchester last week 
the national president, A. J. Bedell, 
said: “We do not accept ant res- 
ponsibility for the loss of thrée- 
quarters of a million copies in daily 

of newspapers since J"the 

were increased in May an 
ees y —— were worsened.” 


The "November 27 
Farmer Stock-Breeder, 
lished in at with the — 
field Show (December 3-7) will be 
the largest issue produced by an 
farming journal in the world, It 
will contain a total of 180 pa 
51 editorial pre-viewing the S » 
and 129 advertisement pages. The 
main feature of the advertisement 
section will be a supplement cover- 
ing products, materials and equip- 
ment of the Ford Motor Company, 
its dealers and suppliers. 
* * 
From_ next week 


7 
issue of 


* 
the price. of 
Post goes up one penny as 
Hulton Press Ltd. on | “ has 
y 


been made necessary further 
substantial rises in costs. “W: 

the change with J. tay, but we. 
feel readers would rather pay an 
extra penny a week,” the statement, 
continues,” than see any alteration 
in the quality or the world-wide 
scope of Picture Post,” 
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ADVERTISER'S WEEKLY 
Women's Club 


Advertising Must Study 
‘New Generation’ 


Calling his talk “Taking Stock,” 
Lord Luke, chairman of Bovril 
Ltd., gave members of the 
Women’s Advertising Club some 
of his personal impressions of 
publicity and world affairs. 

“I often wonder,” he said, “how 
much aes a the public just 
passes by. I hope there is not 
much, but I often wonder.” He 
thought that in recent years greater 
strides had been made in publicity 
for information than for persuasion. 
The public was becoming so sophis- 
ticated that most advertisers were 
really only in search of finding new 
ways of saying the same thing. 

Lord Luke pointed out that there 
was a new generation growing up 
who did not see things the same way 
as their elders, and who did not 
take the same things for granted. 
Advertising would do well to study 
this new generation. 

He thought that one of the 
greatest sales problems in this 
country to-day was how to put over 
the need for “more production” or, 
as he preferred to call it, “harder 
work.” 

In the discussion that followed 
Norman Moore described publicity 
as the throwing of a bright light on 
the facts and propaganda as high- 
lighting some of the facts at the 
expense of others; and a number 
of members discussed the deriva- 
tion of the name Bovril. 


London 
Teach Them To Talk 


Spoken English should be a sub- 
ject in all schools and should be 
included in all professional examin- 
ations, Raymond Rayner told a 
large meeting of the Publicity 
Club of London on Monday in the 
course of a talk on “speechcraft.” 


Club News 


7 


Glasgow 


America May Buy 


More From Britain 


Publicity people could assist in 
the ae up of British-American 
unity which was vital if the world 
were to remain safe, Professor 
Arthur Newell, of British-American 
Associates, told members of the 
Publicity Club of Glasgow. 

Since the change of Government 
in Britain, he said, there was less 
talk in the U.S.A. of Britain being 
a nation of beggars Now it looked 
as though Britain was ready to help 
herself and resultantly he hoped for 
great things. The Marshall Plan 
might be reopened; raw material 
stockpiling would probably be 
reviewed; America would probably 
buy more from Britain and 
hoped to see certain needed machine 
tools coming Britain’s way. 


Aldwych Club 


Lease Sold 


The Aldwych Club has failed 
to acquire the head lease of the 
Club building in Exeter Street. 

Put up for auction last week, 
it was disposed of for £22,000. 

The Club’s lease has still three 
years to run. 

The property was pvt up in the 
name of House Property & 
Investment Co., Ltd., substantial 
shareholders in which are Lord 
Mackintosh and Lord Iliffe. 

(See Mainly Personal, page 414) 


Members of “Operation Enterprise’ a team of American sales executives 
who to-day (Thursday) are taking part in a meeting of the Incorporated 
Sales Managers Association in London are here pictured with members of 


the Publicity Club of Leeds. Seated (1. to r.): Mesdames Charles Sumrie, 
Henry J. Sutcliffe, hostess, William Swartz, Jr., Virginia, U.S.A., Clifford 
Brooke, L. W. Piggin; standing (|. to r.): Donald Sloan, Portland, Oregon, 
William Swartz, Jr., Roanoke, Virginia, C. Ericson, New York, Henry J. 
Suteliffe, chairman, Publicity Club of Leeds, Paul L. Selby, Washington, 
D.C., Elmer Krueger, Indianapolis, Indians. (chairman of American team), 

. W. Piggin, chairman, Leeds branch 1.8.M.A., Clifford Brooke, chairman, 

lothing Institute, Leeds branch, Harry Doehla, Nashua, New Hampshire, 
Charles Sumrie, president, Leeds branch 1.S.M.A. 


Liverpool and District Publicity Association party while on a visit to Port 


Sunlight. Centre: 


G. A. S. Nairn (chairman, Lever Bros, Port Sunlight) 


with Ernest W. Booth (chairman, L.P.D.A.) and Mrs. Booth on either side. 
George G. Kirkpatrick (manager of Lever's public relations department) 
and T. Sherman (secretary, L.P.D.A.) are also to be seen. 


Liverpool 
Soap Made Her 
Love Him 


George Kirkpatrick, manager, 
public relations and editorial depart- 
ment, ver Bros. (Port Sunlight) 
Ltd., in a talk on soap to Liverpool 
and District Publicity Association 
quoted a testimonial he had received 
in Arabic. 

It stated: “Over and above the 
twelve qualities of Sunlight Soap, 
eas advertised in the papers, I say 
that thanks to Sunlight Soap my 
wife now loves me and is anxious 
to have my views about everything, 
because I insisted that she should 
use your soap and she has found 
much saving in it. She feels much 
love towards me, thanks to Sun- 
light Soap.” 


Coventry 


M.P. Critic Starts 
Lively Debate 


Miss Elaine Burton, Labour M.P. 
for Coventry South, told Coventry 
Publicity Association that advertis- 
ing would not be so necessary if 
there were consumers’ advice centres 
to investigate and report on the 
quality of goods on the market. Her 
views provoked lively discussion, and 
M'ss Burton was assured by mem- 
bers that reputable firms could not 
afford to market poor products and 
that advertising would not sell 
inferior goods. 

George Abbott scored wth the 
neat reminder that Miss Burton, in 
her recent election campaign, had 
evidently found that advertising 
pays! 


Southampton 
Ulster An Asset 


Far from be‘ng a financial burden 
to the United Kingdom, Ulster is a 
definite asset, Southampton Publi- 
city Club were told by the Rev. 
G. W. Kerr. 

Although Northern and Southern 
Ireland could not unite, they could 

good neighbours—on condition 
that each recognised the right of the 
other to shape its destiny in its own 
way without interference, he said. 


Leeds 
Typography And 
. ee . 
Civilisation 

“If you want to enhance the 
prestige of advertising as a profes- 
sion you must take a more respon- 
sible interest in the typographic 
design of all Press and commercial 
advertising, your neighbour’s as 
well as your own,” said Mrs. 
Beatrice Warde of the Monotype 
Corporation, addressing Leeds Pub- 
licity Club. 

Decent typography, like decent 
architecture, was a sign of a civi- 
lised community. 

As long as the sight of Edwardian 
advertising remained part of living 
memory, advertising men would be 
paying the penalty of its ugliness. 
The reniedy lay not in censorship 
but in better support, by the whole 
profession and by local advertising 
clubs, of the serious efforts now 
being made in vocational trainin; 
centres to raise the standards o 
instruction in typographic design. 


Portsmouth 


Wingate And The 
. . 
Chindits 

Private secretary to the late 
General Wingate throughout the 
Burma campaign, M. Foreman gave 
the Portsmouth & Southsea Club 
some interesting sidelights on the 
great soldier who, in Mr. Churchill's 
words, was a man of; genius who 
might well have become a man of 
destiny. 


Dames 
Litho Work 


Frank Oppenheimer, director of 
Chromoworks Ltd., addressing 
Regent Advertising Club, said drawn 
litho is not used much nowadays 
but when it is, it is the very finest 
work as the skill needed is so great. 
He explained how autolithography 
could produce work very near 
artist's original work and showed 
some excellent examples. 


MORE CLUB NEWS 
ON PAGE 420 
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NOVEMBER 22, 1951 


MARKETING NEWS AND TRENDS 


Big Promotion Scheme 
For U.K. Merchandise 
In Australia 


Vogue Export Book is sponsoring the biggest ever promo- 
tion of United Kingdom merchandise in Australia. 
Three stores—David Jones of Sydney, the Myer Emporium 


of Melbourne, and the Myer Em 


rium of Adelaide, which 


are among the largest importers of British goods in the world 
BALANCED FLUE 
WATER HEATER 


eh, 
~- 
andl 


—have planned a promotion 
of merchandise from Great 
Britain, which is regularly 
dealt with by British Vogue 
Export Book. This promotion 
will precede the Royal Tour. 

As focal point of the promo- 
tion, Miss Rosemary Cooper, 
editor of British Vogue Export 
Book, will fly to Australia in 
January with four British model 
girls, taking 100 examples of 
fashion merchandise from top- 
flight ready-to-wear designers. 
These will be shown at each of 
the stores. 

A special issue of British Vogue 
Export Book, entitled “Supple- 
ment for Australia,” is being 
published especially for this occa- 
sion and it will be sent individu- 
ally from England to selected 
customers of the three stores. 
This issue will carry 61 colour 
pages and 69 black and white 
pages of advertising from 
prominent British manufacturers. 

Showcards of advertisement 
pages and editorial pages, 
together with enlargements of the 
cover, are being despatched to 
the stores in Australia for 
display. 


‘Competition Needs 
Marketing Facts’ 


To create conditions of comneti- 
tion a knowledee of marketing facts 
is essential, R. Twiston Davies 
(director. Imnerial Tobacco 
Co., Ltd.) said at the conference of 
the British Institute of Manavement. 

Talking on “The Distribution 
Census as an aid to Manarement,” 
he said that a monopoly of know- 
ledee could be iust as effective a 
brake on competition as a mono- 
poly in the sunply of raw materials. 
It was significant that distribution 
censuses were first taken and had 
since been most highly developed 
in the United States and Canada, 
where the philosophy of competi- 
tion and free enterprise was most 
strongly entrenched. 


How Films Can Aid 
Export Drive 


The use of film publicity in the 
export field was advocated by A. R. 
Chapman, general sales manager of 
Babcock & Wilcox Ltd., when he 
addressed Glasgow branch of the 
1.S.M.A., last week. 

Discussing efforts that had to be 
made to regain foreign markets 
after the war years, he said his firm 
had begun with a prestige-building 
film. It was impossible to take 
everyone on a conducted tour of 
the works, but a film could be 
shown all over the world. 
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NEW HEATER BY 
ASCOT 


Details of a completely new type 
of Ascot instantaneous gas ~ A 
heater are announced to coinci 
with the Building Exhibition at 
Olympia. , 

he initial advertising campa.gn 
covers architectural, building, 
municipal, plumbing, gas and 
housing papers. 

The media schedule includes 
class dailies, Sundays and _periodi- 
cals circulating among “opinion 
leadets.”” 

The new heater, known as the 
Ascot 715 “Balanced Flue’ Multi- 

int, is the first gas water heater 
in the world to be constructed on 
the “balanced flue” principle. This 
is an achievement of importance to 
Britain, since Ascot research 
workers claim victory in an inter- 
national race to solve problems 
that have baffled engineers here 
and abroad for some years. 

The new heater has an air in- 
take and a flue circuit which are 
sealed off from the room in which 
it is installed so that down draughts 
and vitiation of the internal atmo- 
sphere are impossible. f impor- 
tance to architects is the fact that 
the exterior vents can be fitted 
under balconies since wind eddies 
have no undesirable effect on the 
balanced flue. This simplifies the 
fitting of the heater in blocks of 
flats. Already ten local authorities 
have specified the Ascot 715 for 
their building schemes. 

As production must be limited 
at present, supplies are confined to 
new building. Methods of instal- 
ling the new heater are demon- 
strated on the Ascot stand at the 
Building Exhibition. 

Advertising and. display are 
handled by W. H. Gollings & 
Associates, Ltd. 


“The Incorporated Sales Managers’ Association seeks to serve the com- 
munity by securing better sales management, which in turn means satisfied 
customers,” said Sir Charles Colston, president of the Royal Counties 
branch of the 1.8.M.A. at the first ladies night of the branch held at 


Windsor Castle Hotel. 


Pictured above are R. H. 


Penney, who is 


national chairman of the 1.8.M.A., Sir Charles Colston, the Mayor of 
Windsor (Alderman R. H. Tozer), and F. H. Bunn, director and general 
sales manager of Hoover Ltd. 


Why Some Brands 
Lose Their Lead 


Failure of some “originator 
brands” to keep their lead was 
discussed by James B. Staniland, 
of A. C. Nielsen & Co., Ltd., in 
his second tea-time talk to the 
British Direct Mail Advertising 
Association. 


Too many sales managers felt that 
they had sold their product when 
they had merely sold it to the whole- 
saler or retailer, he said. But goods 
were not sold until they were sold 
to the consumer. Unless results at 
point of sale were known, it was 
very difficult to measure the results 
of one’s advertising. ; 

In entering a market, said Mr. 
,Staniland, it was important, not 
‘merely to determine its structure, 
but also to see what the other 
brands were doing and where they 
were most vulnerable. 

Continuous research was done by 
many firms’ “‘on spec.”’ to discover 
whether there were openings for any 
type of product. 

Manv national brands had failed, 
in Mr. Staniland’s view. because they 
had not adanted themselves to the 
drop in svending power and had 
delaved bringing out their products 
in smaller sizes. 


Long Term Plans 
For Christmas 


Long term planning was essential 
for a store of any reasonable size 
when arranging a Christmas dis- 
play, said C. Tullberg, display 
manager of Selfridges. when he 
addressed a meeting of the British 
Disnlay Association on Friday. 

Plans for this year's display at 
Selfridges, which is built rourd an 
“Alice in Wonderland” theme, 
were started as long ago as last 
January, he revealed, and already 
they were “scratching their heads” 
for a scheme for next year. 

He told members of the elabo- 
rate schedule prepared for the 
Selfridges display. Keeping to that 
schedule was essential. In Sel- 
fridees there were sites for 100 
double sided banners and over 2! 
sites for Imperial sized cards, for 
which they made good use of the 
silk-screen process. 

Slides were shown of the pre- 
paration and completion of this 
year’s Selfridges Christmas display. 


Marketing 
Newsbriefs 


Cuts in “luxury lines and novel- 
ties” are expected in the biscuit 
industry. Aim is to preserve the 
present level of supplies. 


* - +. 

Introducing Eugtne Hair Re- 
juvenator to beauty editors, Eugéne 
Ltd. sent samples with orchids in 
transparent boxes. “What the orchid 
does for the morale Eugéne hair 
rejuvenator will do for the hair” 
was the theme of a gilt-printed 


card. 


* * * 
Mystery man “Peter Robin” has 
been. given vouchers for free 
nvions to people who challenge 
him correctly in a Peter Robinson 
Ltd. promotion scheme in Brighton 
and Gloucester. 


* * * 
Coller-attached§ shirts with a 
reversible collar are being mar- 
keted by Reeos Co., Ltd., of Man- 
chester. 


* * * 

A lace lime at the top of the 
stocking for adiusting the length is 
a_ feature being introduced into 
Morley nylons under the name of 
Alternatop. 

* 


- _ 
New is beine used for 
Elliman’s universal embrocation. 
* oe * 
Bicvele and motor cycle makers 
are now hooked up for twelve 
months. The Cvcle and Motor 
Cycle Show has raised the value of 
exports already ordered to more 
than £25 million: enough, with 
home demands, to keep the factories 
oe oe at - a year. 


* 
_Imorovement in the milk situa- 
tion last year has enabled Horlicks 
~ a traders’ stocks to normal 
levels. 


Largest Trade 


The audience at the speech day 
of the L.C.C. College of Distribu- 
tive Trades were reminded bv the 
chairman of the governors, F. W. 
Lawe (general manager, Harrods 
Ltd.) that retail distribution is the 
largest of all trades. 

Last year. of all young people 
aged from 15 to 17 entering employ- 
- for the first time, 110,000, or 
1 per cent, went into the distri 
tive trades, he said. oa 
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Godber Joins 
Lytle’s 


Noel Godber, for many years 
managing director of the McCann- 
Erickson Agency, who has achieved 
a high reputation as a copywriter, 
and in his spare time has written 
novels the aggregate sales of which 
have reached the 500,000 mark, has 
given up the idea of starting a 
private advertising practice (as 
announced in our issue of October 
25) in favour of an important 
appointment with C. J. Lytle 
(Advertising) Ltd. During his 
career aS an advertising agent and 
earlier as advertising manager of 
several famous firms, Mr. Godber 
has been responsible for some out- 
standing advertising and marketing 
campaigns. 


* * * 

McK. E. Tatchell, has been 
appointed manager, publicity de- 
partment, Edison Swan Electric 
Co. Ltd., as from December 1, in 
succession to Miss N. E. Miller. 
He is now assistant advertising 
manager, British Overseas Airways 
Corporation. Before going out 
East he visualised for Saward 
Baker & Co. Ltd., and in 1934 
was appointed art director to D. J. 
Keymer & Co. Ltd., India. He 
is a Fellow of the Royal Society 
of Arts and a member of the 
Incorporated Advertising Managers’ 
Association. 

Miss Miller's resignation results 
from a long period of ill health. 
She has been manager of the pub- 
licity department for 24 years and 
will be retained by the company 
for consultation. 

* * 

Brian MacCabe, managing 
director of Foote, Cone & Belding 
Ltd., has joined the board of the 
R.A.F.A. Publishing Co. Ltd., who 
publish Air Mail, the official journal 
of the Royal Air Forces Associa- 
thon. 

* * 

J. R. Brocklebank, founder and 
former managing editor of 
Fashion Forecast, has opened an 
antique business in Campden Hill 
Road, Kensington. 

* * 

Lionel Sole, runner-up in last 
year’s Master Printers’ Gold Medal 
competition for layout and design, 
is leaving the publicity department 
of Linotype & Machinery Lid., 
where he has been responsible 
among other things for the layout 
of the trade advertising. He goes 
as instructor in typography to 
Camberwell School of Arts and 
Crafts. 

* * 


Following on the success of the 
Exhibition Trades’ Ball and 
Cabaret, held last September, it has 
been decided to hold this function 
again next year. At a meeting last 
week, the committee were all re- 
clected, with C. Ingham Rhodes, 
chairman, F. W. Bridges & Son, 
as its chairman again. 

* * * 

_ Pat Kris, who recently joined 
Napper, Stinton, Woolley Ltd., as a 
senior account executive and 
adviser on “woman appeal” 
accounts, has also taken over the 


management of the agency's 
editorial department. Previously, 
and following a year in America 
studying merchandising and mar- 
keting promotion, she was acting as 
advertising consultant to various 
agencies and manufacturers. Her 
past experience includes a period 
spent in the advertising department 
of Derry & Toms. She was also 
with London Press Exchange and 
Erwin, asey—where she was 
account executive | and fashion 
stylist for some years. 
* 


A. H. Horner, assistant secretary, 
Link House Publications, who has 
retired after 31 years’ service, was 
presented with a console television 
set by the directors; gifts of money, 
an engraved gold watch, and a hand- 
bag for Mrs. Horner, from his col- 
leagues: and flowers from the 
classitied advertisement department 
of Exchange and Mart, with which 
he had been closely associated. Mr. 
Horner thanked the directors, F. H. 
Isaac and E. T. Burt, for relieving 
him of any financial doubt for the 
future. 


oe * * 

Miss Nance Ellis, formerly with 
British Celanese Lid. as the man- 
ager of their fashion bureau and 
editorial publicity department, has 
jomed the Institution of British 
Launderers as Press and _ public 
relations officer. 

* * * 

Paul S. Townsend has succeeded 
E. Higgins as advertising manager 
of English Rose, makers of foun- 
dition garments. For two years 
Mr. Townsend was advertising man- 
ager for Marlbeck and Marldena, 
ladies’ outerwear and dresses. 

* 


Norman A. Morton has resigned 
his position as Scottish manager of 
Women's Wear News and associated 
journals, which he has held since 
1946. He was previously connected 
with the Drapers’ Record in Scot- 
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As a souvenir of the International Advertising Conference the “ Daily Mirror” 
and “Sunday Pictorial"’ have produced an admirable collection of caricatures 


by Sallon of some of the most distinguished delegates. 
are three of the many drawings from this captivating gallery. 
to delegates 
“of the friendly co-operation and goodwill which 


being dispatched soon 
light-hearted reminder 


Reproduced above 
Copies are 


both at home and overseas as a 


existed between delegates from over 30 nations during this great advertising 
event.” 


land for some 20 years and is a 
past president of the Publicity Club 
of Glasgow. 

* * * 

T. Hunter Macaulay, previously 
manager of Star Solus Sites and a 
director of Widd Signs Ltd., has 
joined the Boroug Billposting 
Company as Birmingham manager. 

* * * 


Walter “Kashen, formerly of 
Wm. H. Weintraub & Co.. Inc., 
has joined Hewitt, Ogilvy, Benson 
& Mather Inc., as a space buyer, 
under the supervision of Frank 
Chipperfield. 

* * * 


Eric E. Van Lennep, display 
advertisement manager, The Times, 
has returned from a three weeks’ 
visit to Australia in connection with 
the 32-page Royal Tour Supplement 
which is to appear on March 1, 
1952, and-in which all space has 


The Great Work Of ‘Old Ben’ 


Lord Burnham, president of the 
Newsvendors’ Benevolent and 
Provident Institution (“Old Ben’) 
speaking at its 103rd annual dinner 
on Monday said the object of “Old 
Ben” was to help the less fortunate 
among the people who sold news- 
papers and periodicals with great 
efficiency, and were thus rendering 
a great public service. 

The vendors of newspapers had 
no concern whatever with their 
contents. With genial impartiality, 
they sold everything. In this 
country, everyone could buy exactly 
what he wanted, be it right or left, 
gay or serious, triviai or even 
perhaps ponderous. 

“This vast freedom of choice 
available,” he declared, “does make 
nonsense of all the criticisms we 
hear about the Press.” 

“Old Ben” is a great cause, and 
it is up to you to support it,” said 
Viscount Jowitt. “Any great pro- 
fession would be shamed if those 
who followed its calling were 
allowed to fall by the wayside. It 
is inevitable that some should need 
help, and it is your duty and obli- 
gation to see they get the help they 
need.” 

W. J. Garnham, chairman of the 


management committee, recalling 
that Charles Dickens was for some 
years president of the Institution, 
asked those present to respond to 
its appeal in the spirit of “The 
Christmas Carol.” 

In 1947, income was £26,000; the 
amount spent on relief, £11,500. In 
1950, relief cost £18,000, whereas 
income remained at £26,000. Man- 
agement expenses had also in- 
creased, sO more money had to 
come from somewhere. 

He thanked those responsible for 
the success of this year’s concert at 
London Coliseum, which had 
realised £7,300, and extended good 
wishes to R. Bezzant (News of the 
World circulation director) and 
W. O. Birkbeck (News Chronicle) 
who were retiring from their present 
posts at the end of the year, and had 
ae great service to “Old 


n. 
The Marquess of Reading wittily 
responded to the toast of “The 


Guests,” Lord 
Burnham. 

. C. W. Disney, the Institution's 
secretary, announced that for the 
ten months to.the end of October 
1951, income was £21,476, and 
£14,389 was distributed in aid. 


Proposed by 


been booked. Travelling out via the 
U.S. and back via the Far East, he 
covered 33,000 miles in 34 days, 
three weeks of which were spent in 
Australia. 
* * * 

W. E. Sculthorp managing direc- 
tor of Sculthorp's Ltd., has been 
awarded a fellowship of 1I.S.M.A. 


OBITUARY 
Francis H. Burn 


Francis H. Burn, chairman, 
Pratt & Co. (Advertising), Ltd., 
died last week at his home at Crow- 
borough. 

He joined the company in 1890, 
and in December 1897 he was sent 
to London, as manager, to open a 
branch office. Later he became a 
director, and, on the retirement of 
A. E. Newby, was made chairman. 

He served for many years upon 
the council of the Institute of 
Incorporated Practitioners in Adver- 
tising, and was also for a period a 
Fellow of the Incorporated Sales 
Managers’ Association. 

Mr. Burn was probably best 
known in Fleet Street in connection 
with his work in building up the 
Shredded Wheat account before the 
war. 

He leaves a widow and three sons 
and a daughter. Two of the sons, 
Francis and Edwin, are now 
directors in the company. 


H. J. A. Hoole 


Advertisement manager of the 
New Statesman and Nation, H. J. A. 
Hoole died last week. 

“Jack” Hoole was connected with 
publishing for over 40 years. He 
was the son of a London doctor and 
the great-grandson of the first pub- 
lisher of Bradshaw. Through 2 
family connection he joined The 
Athenaeum in the year 1910, 

Returning from the first world 
war, he was in at the birth of the 
London Mercury, founded by Sir 
John Squire. He joined the staff 
of The New Statesman in 1920 and 
had been at work up to a few 
weeks ago. 
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‘Continuity Is Key 
Market Research’ 


ANNUAL PLAN 
ADVOCATED 


“Bulky reports” by market researchers and “brief excursions 


BULKY REPORTS 
CRITICISED 


into research” by manufacturers both came under fire—from 
opposite directions —when a marketing manager and a 


researcher gave their poiuts 
of view to the Royal Statis- 
tical Society last week. 

“Maybe researchers feel that 
bulky reports on small jobs add 
to the importance of their work, 
and they are anticipating the howl 
that will go up for the cost of 
the job,” suggested A. Anson, 
marketing manager for Quaker 
Oats. “In my opinion such an 
attitude does more harm to mar- 
ket research than anything else. 
If we recipients cannot under- 
stand the reports our most likely 
defence will be to disregard 
them.” 

Tom Cauter, director, British 
Market Research Bureau, said: 
“Too many manufacturers treat 
their market research consultant 
much as we private individuals 
treat our dentist, someone to be 
avoided except in dire emer- 
gency.” 

Mr. Anson's criticisms were 
not directed only against re- 
searchers; he also had words to 
say about some advertising and 
sales managers who seemed to 
regard market research reports as 
“Top = Secret.” He always 
believed in disseminating such in- 
formation to production people, 
technicians, and others. 


Tell Them Why 

Bring everybody into the pic- 
ture, he said. “Tell them “You are 
being outsold. The housewives 
want this and our product does 
not give it them’.” 

He also described in detail 
how with the aid of market re- 
search his company had 
launched into a new field of 
food production so successfully 
that in three years it had cap- 
tured something like 70 per 
cent of that particular market. 
But he confessed to consider- 

able reservations about such 
matters as advertisement reader- 
ship (“Il think this is stretching 
the capabilities of market re- 
search a long, long way!”) and 
measuring what people would do 
under given circumstances in the 
future. 

Mr. Cauter repudiated the idea 
that market research was an in- 
dustry whose sole function was 
to supply facts at competitive 
price and to produce “respectable 
profits for the purveyors of 
appetising commercial data.” 

To get the full benefit a user 
of research should select the re- 
search consultant who best suited 
him and should establish a con- 
tinuous and close relationship 
with him. An annual research 
plan was very profitable. It not 


only lead to a closer examina- 
tion of the problems likely, but 
it gave the researcher time to 
think and plan. Too often a 
client came rushing in to the re- 
searcher’s office with his latest 
crisis. 

The annual plan would lead to 
the research budget. It was of 
little use making plans, even if 
they are liable to alteration as the 
year progressed, unless financial 
provision was also made. And a 
sum of money should also be 
budgeted for a research reserve. 
It was surprising how a manufac- 
turer’s research budget expanded 
over the years once this close 
relationship had been established. 


Good Planning 

The reason was that with good 
planning the research began to 
pay off in strategic ways and the 
benefits could be felt. 

Mr. Cauter concluded with a 
plea for research into research 
techniques. 

“Manufacturers have trade 
organisations,. he said. “Is it 
too much to expect these trade 
federations to set up industry 
market research committees 
who can view research not 
only from the point of view 
of co-operative work but also 
from the point of view of new 
methods?” 

If this was impossible he 
pleaded that each manufacturer 
who used market research on any 
scale should encourage his indus- 
try to give a moderate sum to one 
or other of the academic bodies 
who were investigating research 
techniques. 


_ . 

Helping Disabled 

Successful short campaign by 
Alfred Pemberton Ltd. for the 
Brompton Road Exhibition of the 
products of War-disabled Ex-service- 
men covered 53 newspapers and 
two women’s weekly publications a 
fortnight before the exhibition 
opened. 

Attendance has been the best 
ever, and visitors included the 
Queen, Queen Mary, Duchess of 
Gloucester, Duchess of Kent, and 
the Princess Royal. : 

Commissioned by the organisers, 
the Forces Help Society and the 
Lord Roberts Workshops, Alfred 
Pemberton Ltd. concentrated on the 
Christmas approach with the 
slogan: “Gifts we can all afford to 
buy from men we can’t afford to 
forget!” 


Trading profit of Thomas Owen 
& Co., Ltd., the papermakers, for 
the year ended July 31 last, was 
£605,062. An ordinary share divi- 
dend of 20 per cent less income tax 
was recommended. — 
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To Full Ben 


Saving Work 


When journalists went to a Press 
conference aboard H.Q.S. Welling- 
ton on the Victoria Embankment 
on Friday they did not have to sign 
the visitors book. Instead they 
spoke their names into a dictating 
machine. 

The conference was in connection 
with “Work Saving Week” now in 
progress. They met the organiser 
of this national efficiency drive— 
Professor John R. Immer, a lead- 
ing American expert on industrial 
management. 

Many firms, including Hoover 
Ltd., Joseph Lucas Ltd., English 
Electric Ltd., G.E.C. Ltd., the 
Nuffield Organisation, Lever Bros. 
and Unilever, and L.C.I., are sup- 
porting the week by issuing posters 
and leaflets, holding training 
courses, exhibitions, and film shows. 

Professor linmer said he hoped 
that through “Work Saving Week” 
the achievements of British industry 
could be brought home to the 
peoples of other countries. 

W. H. T. Tayleur is handling 
public relations. 


efit Of 


‘The Cyclon’ 


A complete break from the 
traditional type of stand seen at 
the International Bicycle and 
Motor Cycle Show in the ap- 
proach employed by Hercules 
Cycle and Motor Company Ltd. 

The normal central fascia has 
been replaced by tubular metal 
structure, and an_ ingenious 
arrangement of individual panels 
spelling out the name has been 
achieved. These are placed in 
echelon, which makes the name 
visible from practically anywhere. 

The structure gives the ap- 
pearance of being balanced on 
one central point and it has been 
christened “The Cyclon.” 

Individual bicycles are dis- 
played on special settings made 
up as dioramas of famous beauty 
spots in the British Isles. 

The stand was designed and 
built by Leon Goodman Displays 
Limited. 


Tribute To Influence Of R.T.-S.A. 


Tribute to the tremendous in- 
fluence of ¢t Retail Trading- 
Standards Association on st-war 
trading standards was paid by G. S. 
Blaker (Blaker’s, West Ealing) at a 
meeting of Ealing Chamber of 
Commerce. The Association had 
so increased its prestige that its 
tentacles were now country-wide 
and it could ee check any out- 
break of misleading or inaccirate 
advertising, he said. 

A crowded meeting heard Roger 
Diplock, secretary of the R.T.-S.A., 
give a confidential report upon 
methods adopted by the Association 
to make life uncomfortable for 
irresponsible traders. Prosecutions, 
said Mr. Diplock, had acted as a 
Strong deterrent but these legal 
actions were troublesome to under- 
take and the Association normally 
had other means of checking mis- 
creants. 

Referring to the publicity which 
had been given to the work of the 
R.T.-S.A. in the national Press, Mr. 
Diplock said this had been a great 
help in warning traders that they 
must live up to their responsibilities, 


But it had had the somewhat less 
welcome effect of turning the Asso- 
ciation into a sort of post office to 
which a large number of shoppers, 
manufacturers and other non- 
members sent problems and 
troubles to be settled. 


P.R.O.s Confer 


With Pressmen 


Representatives of the Institute of 
Public Relations and the National 
Union of Journalists met last week 
to consider how relations between 
journalists and public relations 
Practitioners can be improved. 

Members of the Institute at the 
meeting included Alan Hess (Austin 
Motors), Roger Wimbush (Ford's), 
A. McLoughlin (Middlesex County 
Council), Lex Hornsby (Ministry of 
Labour and National Service), John 
Pringle (British Medical Associa- 
tion), and R. A. _ Paget-Cooke 
(Foote, Cone & Belding Ltd.). 

There will be a similar meeting 
with the Institute of Journalists on 
December 4. 


aks > os Tie: ee sr we | NE eG 
® 4 . = 
; ee 388 Po] ia 
7, A, 
7 7 
| om, 
e } te « ry + r 7 ; | - * he is 
e A att é i Eee - Ly 7 ; mt rae , 7 fs g wn Se ¢ 
ei a gh : : y . ae ‘ 
a Pie > + + + Be ig a sf id - ; 4 ; a ¥ — 
oe - a ae —_ ow oe 
ct POE Ne “es 
BA . sear! wR , 
ae = . A ob : EBS > 
. ‘© 4 ell ieee Fan a =a . 
, - s on ~ . ‘ ¢ ‘ am her a . Pee 
P y % ne ue ee " 5 (Me "two ee - 
ii MS Pa: _ e. OP ; “ 7 
> Sg ae = 
ee re - ~ - Sid ; 
7 i} Br vgs Ree les 7 29S ~ ig ‘SS 4 
7 ee es es as ='g : , < 5 
nN Fy — 
: ge eee ES Hie. re | 
= : > P . 
o Y 
1 | f 
“4 | 
a : , 
ai 3 $ 
+7 ) 
a : 
+ os a ; 
S, > - - - 
pens ee 
: ; 
¥Y ’ 
is 
ny 
{ oa 
ee 
Denys 
‘ a 
f) a niet 
ne c PEIN eee : By ti 


ADVERTISER'S WEEKLY 


the younger, smarter women 
of this life—find that 
Vanity Fair—and only 


Vanity Pair 


—exactly reflects their 
taste in matters of 
clothes, beauty and a way 

of life. And, they live at 
an income level which is 
higher than that enjoyed by 
the majority of the younger 
women of their age group. 
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Advertisement rates: £125 a page in black and white; £175 in colour 


THE NATIONAL MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, LONDON, S.W.1 
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From The Acorn— 


The Oak 


VER 25 years ago, a furnisher and cabinet maker in 
Wolverhampton, starting business with very little capital, 
occasionally sent Is. 6d. “smalls” to the Express and Star. 


He found they paid. Soon he sent his “smalls” in regularly. 
Then came longer lists of them. Eventually he started with display 
advertisements. These have grown. For several years now he 
has. been spending over £1,000 a year with this newspaper alone. 


The trader wrote to the editor explaining why his bookings had 
shown a steady increase: the results of each investment proved 
beneficial. 


From Aberystwyth To Nigeria 


About 15 years ago, he received an inquiry from the Gold 
Coast for an organ, an advertisement for which had appeared 
only in the Express and Star. From that time to this, he has sold 
many organs, pianos and sewing machines to the Gold Coast, 
Nigeria and Rhodesia. All these purchases were on recommenda- 
_ tion; all were a result of the original order. Finally the United 
_ Africa Company began buying from him... . 


Recently one of his advertisements brought a substantial 
_ order from Weston-super-Mare; another won him a big client in 
Aberystwyth. 


“Apart from these and other unusual- examples, there are 

_ literally hundreds of customers from many miles around who 

- call in with, or write enclosing cuttings. A large percentage of 
these materialise into firm orders,” he wrote. 


This instance of how much it pays to advertise can, doubtless, 
be matched in many towns throughout the kingdom. Scores of 
other newspapers must have received similar testimonials. 


Valuable Public Relations 


The editor of the Express and Star showed initiative in publishing 
this letter with considerable prominence. It stood the acid test— 
and was worth its space as news. A success story is always good 
reading. 


These points emerge: 
“Modesty” should never allow such letters to languish in 
office files. 


Advertising stands in need of good public relations. Could 
any more valuable work be done to this end, at less cost? 


Need advertisement managers wait for such “pearls” to wash 
up in the post? In these days when research is in vogue would 
not a regular check up with advertisers provide compelling facts? 
Everyone agrees that advertising pays—but figures can show just 
how well it does. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Commercial radio 


prospects revive 


ORECAST is that the new 

Government will make a 
carry-over arrangement to 
extend the B.B.C. Charter for 
a limited period—perhaps a 
year. 

The old Government had 
planned legislation to renew the 
Charter for 15 years. But many 
Conservatives are not satisfied 
that the broadcasting monopoly 
should be extended for such a 
long period. An influential 
group, with support in the 
Government, favours the intro- 
duction of commercial radio and 
television. 

Lord Woolton indicated the 
Conservative attitude when he 
told the House of Lords some 
months ago that a station should 
be leased or created to permit 
sponsored programmes. 

While permanent plans for the 
future are being formulated, the 
Government will be under pres- 
sure from the radio industry for 
the introduction of commercial 
broadcasting. A lead will be given 
by Pye Ltd. with an anti- 
monopoly campaign among 
M.Ps. Action is also being con- 
sidered by the Radio Industry 
Council, declared to be in favour 
of commercial broadcasting on a 
limited scale. 

The Pye campaign will be con- 
ducted by the company’s chair- 
man, C. O. Stanley, the man who 
demonstrated sponsored television 
to M.Ps. in April when a pro- 
gramme was relayed by direct 
line to the House of Commons. 
He will be assisted by Anthony 
Fell, M.P., who is a Pye director. 


Before the report of the 
Beveridge Committee, advertising 
agencies prepared schemes to 
establish commercial broadcast- 
ing departments, or strengthen 
existing ones. Then, when the 
last Government's attitude was 
made known, the plans went back 
into pigeon-holes. They will be 
brought out again and dusted 
early in the new year. 


Drapers’ drive for 
assistants 


Pew drive is planned 
, by the Drapers’ Chamber of 
Trade to recruit young people as 
shop assistants. 

A pamphlet entitled “A Nation 
of Shopkeepers” will be sent to 
800 youth employment bureaux 
in all parts of the country, as well 
as to secondary and grammar 
schools. 

Points given prominence in the 
pamphlet include the excellent 
training often given in a small 


shop, the high percentage of 
entrants (estimated at one out of 
every seven or eight) who become 
head of a department, the variety 
of openings and wage potential. 

Stores are worried about the 
gap left in their ranks of salesmen 
and buyers as a result of the war. 
The effect will be felt when many 
of the older generation soon 
reach retiring age. 

It is hoped that the approach 
to the schools will bring home to 
masters, as well as pupils about 
to leave school, the fact that 
selling is a job with a future. 


Outdoor advertising contrac- 
tors, encouraged by Mr. Dalton 
to co-operate with local planning 
authorities, are running into a 
snag in some parts of the country. 
Some planning officers, accepting 
the ex-Minister's request in the 
best spirit, have indicated that 
proposed new sites should find 
favour with the local authority, 
Then, not-so-friendly committees 
have turned down the schemes— 
after the contractors have been 
put to considerable expense in the 
preparation of their applications. 
It is understood that this is one 
of the points which will be raised 
when representatives of the out- 
door advertising industry meet 
the new Minister in due course. 


New-type paper 
for packaging 


EWS comes from America 

of a new type of paper which 
should prove invaluable for 
packaging purposes. 

The du Pont company of 
America have developed a new 
way of adding synthetic rubber 
(neoprene) to paper. : 

Unlike earlier processes, which 
merely coated finished paper with 
neoprene, the synthetic rubber is 
here added as latex to the pulp 
just before it is made into paper. 

The new types of paper have 
superior physical properties, 
chemical resistance, and a particu- 
larly high strength when wet. 

It will obviously be of use 
where protective wrappings made 
of paper stand a danger of getting 
wet. 

The du Pont company do not 
intend to manufacture the paper 
themselves, but will supply latex 
and technical information to any 
company interested. 

— —_— —_— 


Despite “terrific competition” 
Dolcis shoes will enter the United 
States market as soon as prac- 
tical. The company recently 
opened stores 
Toronto. Sales there are satis- 
factory. Canadian women buy 
four or five pairs of shoes each 
year more than the average cus- 
tomer in the United Kingdom. 


ROUND TABLE 


in Ottawa and * 
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Mrs. Brown is 45, has 4 children of school age; her husband earns £10 a 
week as a shop foreman. Has her hands pretty full, and no time for 


reading, but as buses and vans run in the streets where she shops 


she sees the sites 


and takes in what's on them. 


* Over | ,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 

see some of these one million sites—on buses, trains, stations, vans and elsewhere. 

They may not ail be travellers but, somewhere, somehow, sometime they see the 

sites. Have YOU introduced yourself to these people told them what you make 
why it’s good where to get it? If not, ring up or writ@— 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 

Cranbourn Chambers, Leicester Sq. Station, London, W.C.2. Phone: Temple Bar 3490 


COTTISH OFFICE: 7 CASTLE TERRACE, EDINBURG 1. PHONE: EDINBURGH 31021/2 
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Review Of Advertising 


NOT -SO- VAIN REPETITION 


Early advertisers were well aware of the "way repetition works on people’s 
minds, says COPYTASTER. When they got a good advertisement they stuck 


to it. 


Repetition is regarded with some suspicion now, he maintains. ‘But an 


advertiser would probably be wise to repeat once or twice—unless there is a 


FAIRLY reliable observer 

has reported that the 
schoolchild in Scotland learns 
by something called rote. If 
you pass a school there during 
working hours you will hear a 
chorus of young voices repeat- 
ing over and over again in an 
outlandish accent, “Many a 
mickle makes a muckle.” 

That the lessons are well 
learnt is notorious. Constant 
repetition implants them so 
deep in the children’s memory 
that for the rest of their lives 
the hoarding of mickles is 4 
kind of conditioned reflex. 

Early advertisers were ob- 


good reason against it. 


viously well aware of the way 
that repetition worked on people’s 
minds. Once they had what 
seemed a good phrase or a good 
advertisement they stuck to it. 
Some of them even repeated the 
phrase a hundred times, like a 
schoolboy’s imposition, in one 
advertisement. Come to think of 
it, Cadbury’s did exactly the same 
thing in a series of advertisements 
this year. 

Do you remember a drawing of 
a singularly hideous baby reach- 
ing for a cake of soap, with the 
slogan: “He won't be happy till 
he gets it’? That was repeated 
over and over again for years. 
So was an advertisement for 
Treloar’s Carpets, with Ludgate 


‘The Voice of Kent. 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 


LONDON - 


80 FLEET STREET 


Hill covered by a splendid strip 
of Indian carpet. Do you remem- 
ber a picture of a lifebuoy and a 
bearded sailor adyertising Player's 
Navy Cut Cigarettes? It first 
appeared thirty or forty years 
ago, and still reappears quite fre- 
quently. The repetition hasn’t 
done any observable harm to 
sales. 

Yet there are big advertisers, 
and big combines or complexes 
of advertisers that have laid down 
the fixed rule that in no circum- 
stances whatever must any adver- 
tisement appear more than once 
in the same publication. Their 
products, too, seem to sell ex- 
tremely well. Whether they 
would sell any worse if every ad- 
vertisement was repeated once or 
twice during the year is debat- 
able; as far as I have been able 
to discover, the advertisers them- 
selves have nothing more concrete 
than a hunch—and a pretty ex- 
pensive one in these days of 
super-taxed commercial artists 
and engravers. 


Sensible 
And Economical 


All the evidence that I have 
ever seen has indicated that 
repetition of a good advertise- 
ment js sensible and economical. 
People who sell goods and ser- 
vices by mail order are extremely 
cautious about changing an ad- 
vertisement that has been a 
marked success, for they have 
found from bitter experience that 
even to alter a successful head- 
line without apparently altering 
its meaning may utterly destroy 
its pulling power. Certain words 
seem to have magic in them for 
certain advertisers and, once dis- 
covered, they are successfully 
used over and over again without 
losing their potency. 

Advertisers who have found no 
way of testing the effect of their 
advertising are anxious for con- 
stant change because—not having 
the ever-fresh excitement of 
counting coupons or seeing trace- 
able sales— they themselves be- 
come bored with advertisements 
before they even appear in the 
public prints. They have seen the 
copy and layout. Very likely they 
have seen revised copy and lay- 
out, and they have seen proofs. 


adver Ou your 


weekly wash 


“Does it seem that in the eleven 
years since the above advertise- 
ment appeared, Lux advertising 
has (below) become more con- 
vincing and persuasive, or has it 
gained in cleverness at the 
expense of sincerity? I can't 
help thinking that the constant 
demand for something new has 
defeated its own ends.” 


a 
pate e 


If it's safe in water, it's safe in LUX 
wae a meee 


By time the advertisement appears 
they are sick of the sight of it, 
and they assume that the public 
is in the same boat. 


Repeat A 
Good Ad., Unless... 


It seems to me that no hard 
and fast rule can be laid down. 
In all probability an advertiser is 
wise to repeat an advertisement 
once or twice provided that he 
can find no logical objection. 
For example, I think we can all 
see a logical objection to repeat- 
ing the fascinating half-page ad- 
vertisements for Horlick’s Malted 
Milk in the Daily Express. But 
equally we can see how very wise 
Horlick’s have been to keep to 
the basic idea of continuity 
strips instead of changing the 
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daily 
net sale in 


the world 


daily inch 
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space rate 
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“ Now that is 
really very dumb; 
I’ve been and gone 
and hit my thumb” 


Information regarding employment may not 
concern YOU, but many manufacturers 
are very interested. 


cue ee 


16,000 


other items of marketing information for 
70 Towns and Districts. 


Bont forget to refer to 
your copy when you. 
are planning or 
considering a campaign! 


NORTHCLIFTE NEWSPAPERS 
——GROUPLTD 


R. H. Penney, Advertisement Director : 
Carmelite House, London, E.C.4. Telephone: Central 6000 
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whole style and approach of their 
advertising every year. 

On the other hand, on p. 392 are 
two advertisements for Lux. Does 
it seem to you that, in the eleven 
years that have elapsed since the 
one about saving money ap- 


“Vim was using feeble stuff in 
1940. We have all grown up a 
good deal since the war, and 
many an idea that would have 
seemed at least usable ten years 
ago is rightly recognised to be 
worthless now.” The new cam- 
paign (right) is “more likely to 
make existing customers use 
more ... than to make new 
customers. Holding of existing 
customers is of paramount iim- 
portance and should never be 
forgotten.” 


peared, the advertising has be- 
come more convincing and per- 
suasive, or has it gained jn clever- 
ness at the expense of sincerity? 
Goodness knows how many new 
advertisements have had to be 
written for Lux in the meantime, 
and I can’t help thinking that the 
constant demand for something 
new has defeated its own ends. 


This Was A 
Wise Change 


Vim, on the other hand, was 
using feeble stuff in 1940. I can 
hardly imagine even the most 
benighted of advertisers believing 
to-day that such forced humour 
about sailors clearing the decks 
and parrots shouting headlines, 
would appeal to housewives. We 
have all grown up a good deal 
since the war, and many an idea 
that would have seemed at least 
usable ten years ago is rightly 
recognised to be worthless now. 
So Vim were wise to change their 
whole approach, and indeed I 
can remember several experiments 
since the war. This woman with 
the clutching hand and poached 
egg eyes is perhaps too alarming 
a spectacle to gain the sympathy 
of many readers (it’s a matter of 
opinion) but as attention-getters 


she and the headline are very 
strong. The copy is interesting 
and, in its unemphatic way, sur- 
prisingly effective. 

During the whole of this cam- 
paign I have had the impression 
that it was more likely to make 
existing customers use more of 
the Vim they already had in the 
house than to find new buyers 
for Vim. If this is a deliberate 
policy it is extremely interesting 
and unusual. Part of every ad- 
vertising campaign’s job is to keep 
the existing customers faithful, 
but how often do you ever hear 
anybody mention it? When a 
product has established clear 
leadership of its line, the holding 


. Hele nd RL 


lomex sink « Kinchen ever had!” 


aegen TY 


of existing customers is of para- 
mount importance, and it should 
never be allowed to be forgotten. 

If 1 were a public relations ex- 
pert one of the very first things 
I would do for my clients would 
be to study their relations with 
those members of the public who 
are already customers. How are 
their letters answered? Are there 
any complaints? If so, how are 
they handled? If their purchases 
need service or spare parts from 
time to time are they regarded as 
sources of rich profit or is the 
job done at cost or even less? 
If there is a guarantee, is it 
honoured? If they spoil or lose 
a customer's goods do — they 
acknowledge it gracefully and 
settle promptly, or wait until they 
get a solicitor’s letter? 

Most advertising agencies ap- 
pear to believe that such matters 
are not their affair. To raise the 
subject would offend the client; 
and if Nelson could turn a blind 
eye, what better example could 
they follow? That's for them 
to judge. But not long ago I saw 
a firm of efficiency experts raise 
all these questions in a most 
forthright manner at a very early 
stage of their employment, and, 
far from upsetting their client, 
they won his undying admiration 
and respect. 
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Winston Churchill surveys his estate, and 
peering over his shoulders are the world’s 
most influential citizens —the readers of 
LIFE International. 


Along with this picture of Mr. Churchill, 
LIFE International is _ bringing _ its 
readers Volume Five of his vivid War 
Memoirs. 


Every other week, this single, world- 
wide* edition reports in words and 
pictures the wofld’s events —large and 


small — and portrays the democratic way 
of life. 


LIFE International is an cloquent 
speaker for ideas about the free world — 
and an advertising showcase for products 
made by free men. 

International advertisers are invited to 
send to the addresses below for * Facts 
about LIFE International.” 


*LIFE International does not circulate 
in North America. 


In every market—read by the thousands who infilvence the millions 
LONDON OFFICE: 4 DEAN STREET, W.I +» NEW YORK: 9 ROCKEFELLER PLAZA 
PARIS: 26 RUE DE LA PEPINIERE + ZURICH: MYTHENQUAI 24, 

TOKYO: MEIJI SEIKA BUILDING, CHUO-KU 
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Member of the Audit Bureau of Circulations 


FOR ADVERTISEMENTS WITH A 


All enquiries to : Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


THE 
OATINE 
CAMPAIGN 


by C. Vernon & Sons Ltd. 
Incorporated Practitioners in 
Advertising, 
17-19, Stratford Place, London, 
W.1. 


Very remarkable results have 
been achieved by the Oatine 
Company — the well-known 
manufacturers of the Oatine 
Beauty Preparations. They 
have been good enough to 
send us the results of their 
series of six advertisements 
which have appeared in the 
RADIO TIMES during 1949 


. and 1950. The six advertise- 


ments, offering a sample of 
their products in return for 
fivepence in stamps, were indi- 
vidually keyed R.T.1., R.T.2., 
etc., respectively, and thus the 
replies could be traced for each 
individual advertisement, as the 
key was part of the address. 


R.T.1. was published in the 
issue dated 15 July 1949. It 
appeared in a solus position 
on Saturday Home Programmes, 
an eighth-page at £450.° 18,096 
replies were received at the 
cost of 5.9d. per reply. 

Before the Saturday on which 
the advertisement appeared 
6,814 replies were received. 
On that day, the currency of 
the RADIO TIMES ceased. 
Yet on the following Monday, 
Tuesday, Wednesday, Friday 
and Saturday another 9,237 
replies were received, the Mon- 
day's peak being 3,325. The 
remainder of 2,045 replies were 
being received till 24 July 1950 
— OVER A YEAR’S LIFE! 

The percentages for three 
periods of ‘life’ work out as 
follows :— 


1. By Saturday: 37.7 per cent. 
2. Peak period: 51.0 per cent. 
3. After peak: 11.3 per cent. 


100.0 per cent. 


R.T.2 with a similar appeal 
was published in the issue of 
the RADIO TIMES dated 
21 October 1949. The space 
was an eighth-page on Saturday 
evening, Home Programmes, 
at the cost of £450. It pulled 
25,812 replies at the cost of 
4}d. per reply. 
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She thought her 
FACE was CLEAN 


until she tried the Oatine Cream 
Test, immediately after washing! 


You can try it tonight! 
Wash and dry the face 
thoroughly then pat 
Oatine Cream into the 
skin. After one minute, 
wipe off surplus cream 


this test 
with this 

FREE OATINE SNOW ear 
BEAUTY | 04tine rowoer ease 


Oatine © is for a dry 
skin, light, hon, non- 
grea: most attrac- 
tve vanishing cream for 


for o oily skin, a blend 
foundation cream 
oan the a powder in 


above test proving the magic properties 


b A OATINE . (RT. 


Kennington Lane. London. SE / 
Cvs-40 


The first eighteen replies 
were received on 20 October 
(day before publication) and 
the last on 28 July 1950, a 
*life’ of nine months and nine 
days. 

By the Friday on which the 
advertisement was placed 7,980 
replies were received. On the 
following Monday a peak of 
4,656 replies was obtained and 
the whole peak period was 
responsible for 14,214 replies. 
The post peak period proved 
to consist of 3,618 replies. 
The graph opposite shows 
these results. 

The percentages work out 
as follows :— 


1, 30.9 per cent. 
2. 55.0 per cent. 
3. 14.1 per cent. 


100.0 per cent. 


There is a lesson to be learned 
from the Oatine Campaign. 
The skill with which Messrs. C. 
Vernon & Sons Ltd. timed their 
advertisements so as to utilise 
to the utmost the long ‘life’ 
of RADIO TIMES, is shown 
by the table opposite. 


In June 1950, just as the 
R.T.6 insertion started to pull 
(it was published on the 
30 June, 1950), all the six 
advertisements of the campaign 
were pulling together. 
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THE LONG LIFE OF THE RADIO TIMES 


It is interesting to note that Messrs. C. Vernon & Sons Limited 


timed their advertisements so as to utilise to the utmost the long 
‘life’ of RADIO TIMES. The table below shows the order of the 
growth of replies from July 1949 up to and including August 1950. 


Replies Replies 
JULY 1949 $s es 15,294 


AUGUST 1949... oe 2,238 
SEPTEMBER 1949 


OCTOBER 1949 .. 
NOVEMBER 1949 
DECEMBER 1949 


JUNE 1950 


JANUARY 1950 . 


AUGUST 1950 


* R.T.6 produced results for a considerable time after 
August, 1950 bringing up the total to 5,155 replies. 


STROWGE PULL Avon A LOWE PULE 
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Point-Of-Sale Displays 


Ten Aids To Move Biros Off 


The Shelves 


Pl yw pens are sold by all manner of shops, 
from luxurious department stores in 
London’s West End down to the little village 
general stores. Their greatest display problem 

is presented by this diversity. For, clearly, Ge 
the display material that will be suitable for a 
high-class stationer would take up more than * 
the whole counter of a ll sub-post office. 
ALLAN BELL, display manager of Biro Pens ~ 
Ltd., describes here, by picture and caption, 
how he has tackled the problem. e 
The primary objective, naturally, has been to ~ 
tell the public where to find retailers who ~~ 
stock Biro pens and who are able to supply ~~ 
the service—consisting largely of refills—of 
which Biro advertising has been boasting. 


r Biro A AVAILABLE HERE 


f 


\et-Martin Pan Company preduns 
By 4 eee ee FY 
ee sia ss RS A: cay 


4. To meet retailer demands, a series of large, complete, travelling 

window display units were produced, one of which was outstanding in 

- that it gave the retailer a choice of eight completely different displays 

with one unit, thus allowing for a change of display according to his 
stock position and the season of the year. 


Ae ee 


Raat se 


2. Next, a pen stand suitable for 

any model in the range (above), 

was produced in wood and 
polished sheet metal. 


7 


3. It was quickly followed by a 

series of three-dimensional show- 

cards on which the pen and its 
box could be shown (right). 


5. For the Christmas period of 

1949, a i card was 

evolved, 100,000 

copies were produced and sent 
all over the world. 


1, First job, obviously, was to set 
a style. The “Butterfly Sign” 
(above}—called so because of its 
shape—was produced in the 
colours that have been adopted 
for the whole range: A near 
magenta, pale grey and black. 
The sign was ‘oduced in 
moulded plastic. 


6. As a permanent display the 
cabinet (above) was distributed 
to larger stockists. Drawers on 
the reverse side form a useful 
stock cupboard for pens, refills, 
spare parts, leaflets, etc. 
(Continued on page 400) 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need! 
THEN IT IS YOUR PRINTER... 
HAMPDEN PRESS LTD 


52 MANCHESTER STREET, LONDON, W.1 
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Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and Illustrated 


folder to: 


NATIONAL ADVERTISERS’ DIVISION, 


REDFERN’S RUBBER WORKS LIMITED « HYDE - GHESHIRE 


SILK SCREEN PRI 
Phone 


EAL ing 3626-7. 


/ 
prin? 


I Noewich Kad Studios 
EALING, W.5 


LONDON OFFICE: 
NEWMAN YARD.ws 


MUSewm O70! 


Established 1910 


DISPLAY 
S\UK SCREEN 
DESIGN 
EXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9, WARDOUR SI. 
LONDON W\ 


GERRARD 8236 


RENART 
STUDIO LTD 
EALING 3362 
» 4644 

7121 


LEADING STUDIOS 
“FANE LINE ' 


SILK SCREEN 
PRINTING 
D5 YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone: POPESGROVE 502! 
Established nearly 40 years 


LARGE 
NATURAL COLOUR 


TRANSPARENCIES 


Designers will find much 
in them 


Cc. & R. 
NOCKOLDS 
LTD 
KENSINGTON CHURCH STREET, W.8 
. Telephone : WEStern 9266/9334 


Ten Biro Sales Aids—continued. 
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9. Stock piece that holds any five 
models (above) has a moulded 
plastic body with plate glass top. 


sili 
hep ies 


7, 8. Packaging policy is integrated 
with display. All pen boxes 
themselves form a small indivi- 
dual display; the latest and most 
striking examples are the Birodate 
(below) and the Biro Festival Pen, 
based on the Skylon. Outers for 
Biro Minors are also useful 
counter aids. 


10. Bag on the left was specially 

designed for Biro representatives 

to take round displays or pictures 

of displays as well as pens and 
their packs. 


. . . and RESULTS ARE CHECKED 


All Biro representatives are 
kept informed of new display 
items as they appear, and are 
able to assist retailers by supply- 
ing suitable material and arrang- 
ing displays, be it in the small 
corner of a window or on a 
counter or at a trade fair stand. 

Reports on the effectiveness 
and condition of Biro display 
material are regularly received. A 
number of ‘retailers have quoted 
sales figures in connection with 
displays they have arranged, For 
example, a retailer in Bourne- 


mouth, after installing a Biro dis- 


play for a period of a fortnight, 
reported an increase in sales of 
Biro products of just over 70 per 
cent. Further, a large store in an 
area with a population of under . 
15,000, installed a window display 
for a period of four weeks and 
sold over 2,0Q0 pens in that 
month While these quoted 
figures are above average, they 
are by no means unusual. 


Display Notes are on page 401, 
foliowing the Holland Survey 
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Where and How to Sell British Goods in 


HE transition from 1949 to 

1950 brought to the Nether- 
lands “the happiest New Year's 
Day since the war.” Rationing 
of essential goods was abolished, 
and the beginning of 1950 
brought with it a return to 


what were often called normal ° 


conditions. 

But however much one may 
want to, one cannot speak of a 
recovery—in the sense of a return 
to pre-war conditions—in the case 
of the Netherlands, owing to the 
vastly changed circumstances, 

After the short-term recovery. 
with a return to reasonable condi- 
tions of well-being, thanks to 
strengthening tonics supplied out 
of the Marshall pharmacy, our 
land was faced with the problem 
of adapting its industry and com- 
merce to a situation which had 
not been previously known for 
many years 

A weakened connection with 
Indonesia, the former Dutch East 
Indies, decline or liquidation of 
capital invested abroad and im- 
poverishment of or separation 
from the natural hinterland at the 
eastern frontiers of the Nether- 
lands, brought about a funda- 
mental change in the relations 
between income and expenditure 
which was, alas, unfavourable. 
This, together with the problem 
of a considerable increase of 
population—the country now has 
a population of 10 millions over 
an area of 34,225 square kilo- 
metres—compelled the Minister 
for Economic Affairs to blaze new 
trails. 

Stress had to be laid on the 
export of industrial products. An 
industrialisation plan provides for 


‘are in demand 


says A. SERET, 


Public Relations Officer, Netherlands Institute for the Promotion of Foreign Trade, 


a rapid increase of industriai 
capacity and should provide em- 
ployment for about 60,000 young 
men who every year offer their 
labour. The effects of this plan 
of industrialisation have ‘not yet 
become noticeable, 

The problem of the balance of 
payments is also well known to 
the Netherlands. Owing to the 
disappearance of the financial 
union with our large overseas 
territories and their supplies of 
raw materials, we have no longer 
been able to take advantage oi 
the proceeds in hard currency. 
On the contrary, the Netherlands 
suffer from a shortage of raw 
materials and must now pay more 
for imports. Only a rigorous 
policy of frugality, and a power- 


Recovery Record 


was followed by spectacular 
further improvement during 
September, when 97 per cent 
of imports were paid for by 
exports—an all-time record. 


ful increase of export activity 
can keep the nation’s head above 
water. No return of former con- 
ditions is therefore feasible. 

It is quite obvious that much 
thought must also be given to the 
promotion of international ser- 
vices, for which the Netherlands 
have a traditional reputation. 

There were, for instance, the ser- 
vices rendered by ports such as 
Rotterdam and Amsterdam, inter- 
national towing services for 
docks and dredgers, installation of 


HOLLAND 


British goods of all classes 


harbour works in foreign coun- 
tries, the services of our bankinz 


trade, and transit and three- 
corner trade, insurance companies 
and our well-known air line, 
K.L.M. Finally, we must not 
forget the tourist industry. 

The Netherlands have been 
wealthier than they are to-day. 
The British exporter will cer- 
tainly have noticed this. There is 
no reason to ‘paint the picture 
worse than it is, but to look un- 
pleasant facts squarely in the face 
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A SURVEY OF 


THE MARKET 


e AND MEDIA 


is of greater value to the business 
man in his planning than vague 
optimism. 

A small country like — the 
Netherlands cannot, within a few 
years, supply from its own re- 
sources all the goods whizh 
formerly ‘came from abroad. in 
recent years exports from Britain 
of practically all articles to the 
Netherlands have increased. There 
need therefore be no doubt that 
British articles are acceptable in 
the Netherlands. 


A firm link between Holland and Britain, bringing business and 
maintaining intimate contact, is forged by the airlines of the 


two countries. At Schipol airport, 


» @ British 


Amsterdam 
European Airways Vickers Viscount stands near a K.L.M. liner. 
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Snvttation to all those 


in Export-Advertising 
to have another look 


at 


PANORAMA & 
KATHOLIEKE ILLUSTRATIE 


_ audited circulation 
Holland's leading group of illustrated 
weeklies, avidly read by every member 
of its subscribers’ families and many 
of their friends. 
Full- and half-page advertisements in 
two colours at a very low extra charge. 


LEMENTS NEXT To MATre 
ad a 


at 
CTOGR, ALL aAvv 


LIBELLE & BEATRUS 


audited circulation 
Holland's foremost group of women's magazines, 
subscribed to by over one third of all Dutch house- 
holds in the higher income-brackets. 


For full particulars, specimen copies and rates, write 
E. COOPER - 25, Old Burlington Street, London W.1 
Phone: Mayfair 1044 


SPAARNESTAD-WEEKLIES TOTAL NET SALE OVER 900.000 


PAWORAMA-KATHOLIEME ILLUSTRATIE © LIBELLE-BEATRUS 
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How to sell in a 
British-type market with 
differing reader habits 


RITISH and Dutch adver- 
ising has much in common. 
Holland is a small, over-popu- 
lated country; so much so that 
that it may be regarded as one 
large city (though many times 
the area of Greater London). 
Despite the war, the pulse of 
the nation isbeating steadily again. 
Industry and trade have to be 
increased and, though we should 
like to increase exports, it goes 
without saying that this will not 
be possible without increasing im- 
ports. And advertising will play 
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an important part in the bi-lateral 
trade which should develop. 

The British advertiser and ad- 
vertising agency may question the 
standard of Dutch agencies and 
wonder whether they can meet all 
requirements of an . efficiently 
launched advertising campaign 
and yield results similar to those 
achieved in Britain. 

Dutch agencies, generally, are 
well up to their tasks, and both 
English and American advertisers 
using them regularly have been 
satisfied with the service given. 
The advantage of using local 
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Watchdog on advertising 


by A SPECIAL CORRESPONDENT 


DVERTISING in Holland 
is regulated by the Council 
for Good Order in Advertising, 
members of which include repre- 
sentatives of the daily Press 
= the organised advertising 


oeThis institution has far-reaching 
powers, and it has placed the 
obligation on newspapers to 
watch advertisements and see 
that no regulations are broken. 

Relations between daily news- 
papers and the recognised adver- 
tising agencies are also subject to 
regulations, of which these are 


advertising agencies. 

in disputes, imposes penalties for 
breaches of the rules, and gives 
guidance by means of publica- 
tions and recommendations. 


by M. ARONSON, 


Prad Advertising, Amsterdam. 


agencies, of course, is that they 
know the mentality, customs, likes 
and dislikes of the Dutch con- 
sumer. Reader habits differ 
sharply from those in Britain and 
Dutch marketing experts know 
the differences. 


Things to remember 
in the Dutch market 


These are some of the impor- 


tant aspects of advertising in 
Holland: 
Registered agencies are subject to 
the regulations of advertising, 
maintained by organisations of 
publishers, of advertisers and 
agencies. These regulations, to 
which not only agencies, but all 
parties involved are subjected, are 
rigorously implemented. The re- 
muneration of the registered ad- 
vertising agencies is stipulated as 
15 per cent of the cost of inser- 
tion. As a rule aij overhead 
expenses such as copy, art work, 
blocks, etc. -are calculated at 
costing prices plus 15 per cent. 
Media: There are sharp differ- 
ences among the Dutch people, 
both in politics and religion, and 
the various daily and weekly 
newspapers reflect these differ- 
ences clearly. There are districts 
with preponderant Roman Catho- 
lic populations and others with 
Calvinistic populations. The 
newspapers which serve them 
reflect these beliefs. 


Editorial pages or adv 
pages? Advertisers in Engla 
the U.S.A. and the Scandinavian 
countries often think the Dutch 
way of crowding advertisements 
into special advertising pages fol- 
lowing the editorial pages a poor 
manner of advertising, detri- 
mental not only to the appearance 
of the paper itself, but also to the 
attention value of each advertise- 
ments, So they are inclined to buy 
space in editorial pages at rates 
some 60 per cent higher than 
those for the regular advertise- 
ment pages. But is this always ad- 
visable? They have to take into 
account the fact that the Dutch 
method has grown up with the 
years and is accepted by readers. 
These advertisement pages with 
their family announcements, 
milliner’s advertisements and 
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department store offers are as 
attractive to the Dutch housewife 
as the bustle of a crowded shop- 
ping centre. My agency made 
split-run tests and proved the 
truth of this statement. The extra 
money spent on editorial page 
advertisements proved to be not 
wholly justified. Of course, this 
is not quite valid for all advertise- 
ments and certainly not for those 
commodities and services appeal- 
ing to men. 

Other forms of advertising: It 
goes without saying that the 
agencies do not neglect other 
forms of advertising, which 
largely follow the English pattern. 
Dutch advertising will sing in all 
keys (barring radio), sing but not 
screech. Good Dutch advertising 
seldom abounds in superlatives; it 
sings, but above all it sells. 
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Co-operative campaigns have 
proved dailies’ pulling power 


HE Dutchman prefers to 

read his newspaper quietly 
at home. That is why practically 
every Dutch family subscribes to 
at least one daily paper, with 
the result that 95 percent of all 
papers printed go to subscribers. 
Casual sales are few, as vouchers 
are included in the remaining 
five per cent. 

Advertisers in a Dutch daily 
newspaper therefore know that 
what they have to say in their 
advertisements will be brought to 
the attention of a well-defined 
and extensive circle of readers. In 
addition, the advertiser knows for 
certain that practically all the 
papers printed will reach readers, 
and that there will be scarcely 
any wastage. 

With this high proportion of 
regular readers, the newspapers 
can see no point in trying to push 
up their circulations, There is no 
sensationalism. Quite the con- 
trary. The public are educated to 
expect reliable mews, and the 
daily Press sets out to give it 10 
them. 

The Dutch daily newspapers 
enjoy a position of confidence in 
the eyes of their readers which is 
perhaps without parallel in the 
world. There are strong bonds 
between the subscriber and “his” 
paper. It has been shown in prac- 
tice that reader confidence extends 
to the advertisement pages. 

These factors make the daily 
Press in Holland an exceptionally 
reflective advertising medium. 

Every effort is made to protect 
the interests of both readers and 
advertisers. The consumer is pro- 


tected because advertisements 
making doubtful claims are not 
accepted. 

The rules governing advertis- 
ing, which are in force ‘n 
Holland, include these strict 
clauses : 

It is forbidden to accept 
publicity matter through which 
bona fide trade may _ be 
damaged, or the public may be 
misled, or advertising may 
suffer discredit. In the case of 
advertisements of medical 
remedies and methods of treat- 
ment the instructions of the 
Board of Inspection (Keurings- 
raad) must be followed. 
Examples could be quoted to 

show that, when advertising cam- 
paigns are launched in Holland, 
a considerable part of the 
budgets is spent with daily 
newspapers. For instance, there 
are the numerous “collective” 
campaigns, in most of which large 


by J. A. PENNOCK, 


Director of Cebuco. 


sums are spent with this impor- 
tant section of the Press. 

Of the total sum spent in 
Holland in 1949 on collective ad- 
vertising campaigns, 95-5 per cent 
went on publicity in daily news- 
papers. In 1950 the percentage 
was practically the same, 94-8 per 
cent. It is scarcely possible to 
conceive a clearer testimonial to 
the value of advertising in the 
daily Press. 

The total number of sub- 
scribers to Dutch daily news- 
papers is about 2,700,000, is 
greater than the number of 
families in Holland. The number 
of families is around 2,500,000, 
with a population of 10,200,000. 

The three largest towns in 
Holland—Amsterdam, Rotterdam 
and The Hague—together have 


about 2,050,000 inhabitants, or 
one-fifth of the population of the 
country, and in these towns there 
are some 570,000 families, or 23 
per cent of the total. The num- 
ber of paying subscribers to daily 
newspapers in these three towns 
is 780,000. 

There are 105 daiiy newspapers 
published in Holland. With 
special editions the total reaches 
158. Twelve of these are national. 

All the daily papers appear 
only once each working day, 
Owing to the scarcity of paper. 
Some appear jin the morning or at 
mid-day, others in the evening. 
The majority of the daily papers 
appear in the evening—84 out of 
the 105, excluding special editions. 
Of the 21 remaining, three are 
mid-day papers. 
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CEBUCO—Service Bureau 
for Publicity in Daily News- 
papers—is a department of the 


Dutch daily newspaper associ- 
ation equivalent to the News- 
ay = Proprietors’ Association 


with 
a wide range of useful inform- 
ation necessary for the organ- 
isation of advertising cam- 


y 
papers, with further details 
which they require for plan- 
ning their campaigns. 

Figures relating to the num- 
ber of paying subscribers. 
a analysis data. 
uco «does not accept 
advertisements; does not oper- 


rendered without any obliga- 
tion to the applicant. 
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_ 65 MILLIONS A YEAR SEE AD. FILMS 


OLLAND’S post-war work 

in the field of black and 
white publicity. films has been 
considerable. Among the best- 
known producers are Rudi 
Hornecker, who made an excel- 
lent film for Philips, Otto Van 
Neyenhoff, who was very success- 
ful with a film for the Red 
Cross, Ted de Wit, one of our 
best cutters who, in co-operation 
with the cameraman Gerard 
Raukamp, made some fine films 
for K.L.M. Royal Dutch Airlines 
and the Associated Breweries’ 
beer campaign. 

Technically, The Netherlands 
are well equipped. Among the 
well known studios are Multifilm 
at Haarlem, Haghefilm at The 
Hague and the news-reel produc- 
tion group of Polygoon-Profilti, 
also at The Hague. All of them 
have first-rate equipment for 
visualisation and sound, ande 
highly competent staffs. We claim 
to be a match for other countries. 

In Holland there are over four 
hundred cinemas, each of which 
shows a_ two- or three-minute 
publicity film in each programme. 

Rates for the exhibition of 
publicity films as well as possible 
modifications have to be agreed 
to by the board of the Dutch 
Cinema Organisation, which has 
the right to make alterations 
deemed necessary. Recognised 


by JOOST SMIT 


advertising agencies are allowed 
the customary 15 per cent dis- 
count. 

Showing in all of the 466 
Dutch cinemas during a week 
for all performances amounts to 
approximately fl. 500 per meter. 
The bigger cinemas in ._Amster- 
dam, with a seating capacity of 
about 1,600 and 28 shows a 


week, charge 6 to 7 guilders per 
meter. A cinema in a flourishing 
provincial town like Eindhoven 
(with a seating capacity of 900 
and 23 performances) will 
demand fi. 2°50 per meter. All 
prices apply to a period of one 
week for all performances. 
In 1949 65 million people 
Continued on page xiv 


An example of Dutch advertising film technique is this still from 
the production of Ted de Wit and Gerard Raukamp for the cam- 
paign of the Netherlands brewers. 
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As 40 per cent of the Dutch population is Catholic, 
no national campaign is complete without deVolkskrant 
the leading Catholic daily in Holland. 


d e Volkskrant 


THE LARGEST NATIONAL MORNING PAPER IN HOLLAND 


More than 170.000 copies every day LONDON AGENTS: Will Kitchen Jr. Ltd., 131 Fleet Street 
(More than 150.000 paid subscribers.) London E.C. 4 Teleph, Central 3754 
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Education for Dutch advertising men includes— 


A school for space salesmen, 
by publishers 


run 


ADVERTISING in Holland 
is developing along pro- 
gressive lines, and consider- 
able attention is being paid to 
the provision of education and 
information for all in the 
industry. 

What has been described by 
the Dutch advertising trade paper 
Ariadne as “an important experi- 

* has been introduced by 
N. V. De Arbeiderspers (the 
Labour Press), publishers of Het 
Vrije Volk. This is a comprehen- 
sive course for space salesmen. 

The scheme has been put into 
operation at the suggestion of 
F. E. Hollander, and J. H. C. 
Sieverts, advertisement director, 
says great interest is being shown 
in-it. He hopes other publishers 
will follow his firm’s example, so 
that Holland may shortly boast 
a large corps of thoroughly- 
trained advertisement salesmen. 

This is how Labour Press Ltd. 
set about their task: Six young 


men were carefully selected from 
400 applicants, and a course was 
prepared including three months’ 
theory and a_ similar .period 
practice. 

The syllabus, implemented by 
a staff of experts, was designed 
to cover a wide range of subjects: 
Knowledge of the product 
(blocks, setting, processes, etc.); 
Administration (rates, calculation, 
contracts); Knowledge of the 
market (purchasing habits, other 
media); Knowledge of the cus- 
tomer (industry, agencies, trade, 
government, budgets); Sales tech- 
nique (psychology, national ser- 
vice and report forms); General 
knowledge (advertising organisa- 
tions, make-up, copywriting). 

A list of lecturers includes such 
well-known personalities as 
J. H. C. Sieverts, F. E. Hollander, 
J. A. Pennock and K. Sartory. 

Ariadne comments: “No sales- 
man can gain good results unless 
he has a thorough knowledge of 
the product he sells.” Salesmen 
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THE LEADING INDEPENDENT DAILY 
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Frank L. Crane 
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who pass successfully through the 
Labour Press course should have 
the most thorough knowledge of 
their product. 


Voice of Holland 
at the 1.A.C. 


Advertising men from Holland 
were prominent at this year's 
great International Advertising 
Conference held in London. 

They heard T. D. Struick make 
an interesting contribution to dis- 
cussion on “Local Newspapers 
and Their Responsibilities in a 
Free World.” 

The general manager of “Het 
Vaderland” said: 

“The newspaper is an entity. 
News, features and advertising 
function in close relation—as 
organs in one body. A_ news- 
paper without advertising is no 
newspaper. Advertising is essen- 
tial, not only financially, but it is 
essential as news. If we are to 
fulfil the task before us we have 
to bring news, features and 
advertising to men and women. 

“It needs no stressing that the 
first task which all newspapers in 
the free world have—and have in 
common—is to fight for freedom. 
This also means fighting for free- 
dom to advertise. It is our 
responsibilty therefore to keep 
our own house clean. Carrying 
untruthful news, or misleading 
advertisements, endangers our 
position. 

“It is our task to work in 
accordance with the codes for 
the practice of advertising which 
one finds in so many parts of the 
world.” 


Responsible Press in 


a free world 


SEFUL booklet just pub- 

lished is The Netherlands 
Press Today, by Dr. Maarten 
Schneider, published by E. J. 
Brill, Leiden. 

Five chapters deal with free- 
dom and responsibility; the devel- 
opment of the Press; the Press as 
it is to-day; organisations and 
institutions; and the Press and 
the people. 

A chapter is devoted to an 
examination of leading journals, 
their politics, circulations, 
incomes and histories. 

In an introduction, Maarten 
Rooy, vice-chairman, Federation 
of Netherlands Journalists, says: 

“The Second World War has 
fundamentally altered the 

Netherlands international posi- 

tion, The traditional neutrality 
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has made way for all kinds of 
international connections and 
obligations. In this new position, 
the Netherlands can rejoice in 
an increasing interest shown by 
the people of other countries, 
an interest which, in the way 
Holland has attempted to re- 
gain her material prosperity 
undermined by the war and the 
occupation, recognises a will- 
power sustained by a true feel- 
ing for freedom. 

“This feeling for freedom 
finds one of its most important 
means of expression in a free 
Press. It is thus readily under- 
standable that observers from 
abroad show a special interest 
in the manner in which the 
Netherlands Press, supported 
by an unfettered system of 
organisation, has attempted to 
rehabilitate itself after the war, 
so that it can carry out its 
important function in the com- 
munity, albeit under conditions 
more difficult than of old.” 


Film publicity on 
the upgrade 


USEFUL booklet, Film Ad- 

vertising On the Continent, 

says this about Holland: 

“The Netherlands are said 
to be one of the most civilized 
countries of Europe. A hard 
working population of ten 
millions with a _ proverbial 
sense of cleanliness and an 
open-minded attitude towards 
progress paired with quality 
has for long been one of the 
traditional British markets. 
British goods are highly 
appreciated. 

“During the last six years 
cinema publicity has earned 
unprecedented popularity due 
to a high standard of — 
of the publicity films screene 
and to the care with which 
distribution is effected. Only 
one publicity film is shown per 
cinema and per week as an 
integrated part of each per- 
formance and with lights out. 
The minimum length accepted 
is 50 m, the average length used 
being about 60-70 m per film.” 
Cefima-Film, of Amsterdam, is 

quoted as having “established a 
more or less standardised circuit 
of 175 cinemas.” 


Magazines’ service 
to readers 


Publishers in Holland endea- 
vour to maintain the highest 
standards of conduct. 

There is a clause in the Ethics 
Code of the International Cham- 
ber of Commerce stating that 
the buyer of advertising space 
“has the right to be informed of 
the circulation, the character, the 
number of readers and the num- 
ber among those who respond to 
the advertising therein of any of 
the Press media he uses .. .” 

Voluntary contributions were 
made to finance a_ readership 
survey, and the 1.C.C. clause was 
adopted by the Dutch Associa- 
tion of Magazine Editors. 
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The Duteh daily 
for all walks 


of life 


Het Vrije Volk covers so many types — artisans, doctors, 
engineers, lawyers, clerks and civil servants besides the great 
majority of labourers and their families. 100% effective cir- 
culation in that they all have an income to provide consist- 
ently for the daily and, sometimes, the luxury needs of life. 
That is why all importers of branded goods use this largest 
circulation Dutch daily as a regular advertisement medium. 


Free 
Ask for the inquiry report 
of the Dutch Institute for 
Statistics, containing ample 
information about nature 
and structure of our readers 
circle. Our representatives, 
Joshua B. Powers Ltd. 

14Cockspur Street, London, 
S.W.1, Telephone White- 
hall 3305, will be glad to 
send you a copy. 


Advertive nein Het Vrije Volk 


The Dutch daily with the largest circulation 
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ADVERTISER'S WEEKLY—Holland Survey 


60 per cent of families are 
magazine subscribers 


by J. G. PATER, 


Secretary, Netherlands Periodical Proprietors’ Association. 


ERIODICALS occupy an 

important place in the daily 
life of Holland, both at home 
and in the office. In nearly 
every family and every business 
a periodical is read. Dutch 
periodicals can be classed in two 
principal groups, covering all 
the spiritual and cultural needs 
of the people. 

First, mass magazines—family 
and women’s magazines, and the 
so-called “opinion-papers,” nearly 
all of which have popular appeal. 

Secondly, professional papers— 
the trade and technical Press and 
scientific, cultural and economic 
periodicals. 

The total circulation of the 
mass Magazines exceeds three 
millions. This means that 60 per 
cent of Dutch families subscribe 
to at least one popular magazine 
(many take two or three}—and 


these Magazines are not thrown 
away after reading. They are kept 
until the next issue is out. This 
gives them outstanding media 
value, 

Although there are many more 
trade and technical journals than 
popular magazines, the total cir- 
culation of the former is of course 
lower. Nevertheless, they are read 
with great interest by the few. 
for education, for scientific news, 
for trade purposes, and for pro- 
fessional and technical informa- 
tion. 


Reaching consumers 
when most receptive 


An important point to remem- 
ber when considering periodicals 
in Holland is the fact that distri- 
bution is almost entirely by 
standing order or postal subscrip- 
tion. Occasional sales—through 


bookstalls or 
extremely small. 
Week-end reading is a great 
Dutch habit. And advertisers 
may reach their audiences at this 
receptive time most easily through 
the periodicals of all classes. 
The Netherlands Periodical 
Proprietors’ Association 
(N.O.T.U.), founded-on March 15, 
1945, towards the end of the 
German occupation, bas played a 
great part in the development of 
the periodical Press. Working 
hand’ in hand with the Govern- 
ment, the aim of N.O.T.U. has 
been to promote healthy, instruc- 
tive Magazines in the economic, 
social and cultural fields, and to 
take care of professional interests 
in the magazine publishing world. 
The organisation now represents 
magazines and periodicals in the 
combined association of the 
Netherland Press and in the 


newsboys — are 


NOVEMBER 22, 1951 


@ Circulation of magazines 
is over 3,000,000. 


@ The Trade Press has an 
influential readership. 


@ Week-end reading is a 
great Dutch habit. 


@ Education is keynote in 
the periodicals. 


International Federation of 
Technical and Periodical Maga- 
zines. It also keeps up a regular 
contact with all organisations who 
have a direct or indirect interest 
in magazine publication. 

The Dutch Periodical Press has 
become an important part of the 
national life. Supplementing the 
informative daily newspapers, the 
magazines are co-operating in a 
large measure in the education of 
the Netherlands people. 


A classified list of Dutch 
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(Largest 


Catholic 


you reach the highest and middle class 
income groups of one-third of the 
population; large families with money 


to spend for luxuries too! LOW RATES 


Opinion 


For a complete coverage of 
the Weekly Newspapers are 
They are the Sunday-papers 


home-delivered on Fridays, they assure you 


attentive and receptive readership during 


the whole week-end. 


and Family 


Full information 1s gladly 
representatives for the 
Will Kitchen Jr. 131 Fle 
Teleph. CENTRAL 1960, 


United Kingdom: 
et Street. Londoa 
3133, 3754. 


the Dutch market, 
indispensable. 
of Holland; 


supplied by ouf 
E.C. 4, 
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Serving 5 continents, across 95,000 miles 
of air-routes, fly the luxurious air-liners of 
the great KLM air fleet. Wherever 
you want to go— whether it’s a pleasure 
trip or strictly business — KLM will speed 
you there, conveniently, comfortably, 
without fuss. During your journey, food 
and drink are ‘on the house’, and 
you will be wonderfully looked after. 
It’s comfort first and fast 


QQQowes 


NS 


with KLM, \ 


In U.K. and Ireland Kim operate from 
London, Manchester, Glasgow 
and Dublin. 


MASS MAGAZINES 


OPINION PAPERS 


*Elseviers Weekblad (weekly), 
Singel 151-153, Amsterdam. London 
representative, Albert Milhado & 


Co. 
G 


De roene Amsterdammer 
(weekly), | Frederiksplein 22-24, 
Amsterdam. 


lytusbuurt 25, Delft. 
*De 


weg 3, Wageni 
motheus 


straat 80, den Haa 


Post (weekly), Hippo- 


aagsche 
' lytusbuurt 25, Delft. 
* 


De Hervormde Kerk (weekly), 
Scheveningseweg 72, Den Haag. 
De Linie (weekly), Rozengracht 
133, Amsterdam. 
De Nieuwe Eecuw (weekly), Z. 
Koninginnewal 14-18, Helmond. 
*De Prinsestad (weekly), Hippo- 


Viam (weekly), Singel 135, 


' Amsterdam. 


Het Volksweekblad (weekly), St. 
Jorisstraat 37, den Bosch. 
Vrij Nederland (weekly), Raam- 


' gracht 4, Amsterdam. London 
representative, Albert Milhado & 
| Co. 


FAMILY MAGAZINES 


*Katholieke Ilustratie (weekly), 
Nassaulaan 51, Haarlem. London 
representative, E. Cooper. 

*Opd den Uitkijk (monthly), In- 
dustrieweg 3, Wageningen. 

*Panorama (weekly), Nassaulaan 
51, Haarlem. London representative, 
E. Cooper. ; 

*De Spiegel (weekly), Industrie- 


ngen. 

(weekly), Dunne 
Bierkade 17, den Haag. 

*De Uitkijk (weekly), Kenaupark 


19 


“> 


riend des Huizes (monthly), 


| Westkanaaldijk 301, Nijmegen. 
*De Week in 


id (weekly), 


Huidekoperstraat 20, Amsterdam. 
| London representative, Albert 


Milhado & Co. 
*w (weekly), Wagen- 


*Zuid (weekly), Huidekoperstraat 


20, Amsterdam. 


WOMEN’S MAGAZINES 


*Beatrijs (weekly), N.V. Drij. de 
Spaarnestad, Nassaulaan 51, Haar- 
lem. London representative, E. 


Cooper. 2 

vBella (fortnightly), N.V. Uitg. 
Mij. Neerlandia, Kromme Nieuwe 
Gracht 66, Utrecht. 

Denken en Doen (monthly), Ned. 
Ver. van Huisvrouwen, uygens- 
straat 27, den Haag. 

* (monthly), Fa. Jules 
Perel, Raphaéiplein 17, Amsterdam. 
London representative, Albert 
Milhado & 


Achtergracht 19, Amsterdam. 
Het Kind (monthly), Stichting het 
Kind, Zijlweg 51, Haarlem. _ 
*Libelle (weekly), N.V. Drij. de 
Spaarnestad, Nassaulaan 51, Haar- 
lem. London representative, E 


Cooper. 

*Maandblad voor Handwerken 
(monthly), Uitg. Eska, Lijnmarkt 
| 43, Utrecht. 


Iris (monthly), Lea Wijnberg, 
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Periodical Press of 
the Netherlands 


This classified list of periodicals published 
in Holland was provided by the Nether- 
lands Periodical Proprietors’ Association. 


*Margriet (weekly), N.V. Ui 
Mij. de Geillustreerde Pers, Huide. 
koperstraat 20, Amsterdam. 
seqeeneatetivn, Albert Milhado & 


oO. 
*Moeder (monthly), N.V. Ui 
Mij. Gebr. —_ & Keuning, 3 
dustrieweg 3, Wageningen. 

s Gezin (monthly), H.v.d. 
Marck’s Uitg. Mij. N.V., Munster- 
— 10, Roermond. 
Ned Bond van Platielandsmonne> 
Heresingel 20, Groningen. 
es 
Noordeinde 8, Leiden. _ 

rouw en haar 
Gpoathiy),, wean van Ay 
arendorf, eize} 
Amsterdam. — ~ 
*Vrouwenpost (monthly), Bosch 
en Keuning, Bremstraat i1, Baarn. 


N.V._ Dri itg. Mij. de 
beiderspers,  Hekelveld —_ 15, 
Amsterdam. 
_ “These papers apply the Dutch Adver- 
using Rules, Code 
1 rade 1948 of the Advertising 
Ondon representati' 
ou howe ban capied Ae 


HOLLAND IN 
LONDON 


When a company has both a 
Dutch Managing Director and a 
Dutch Manager, you can be sure 
that no better advice about 
Holiand can be obtained else- 
where in London. 


This is the case with ALBERT 
MILHADO & CO., LTD., which 
began its international “set-up” 
with the representation of Dutch 
papers, and has since been gener- 
ally recognised as THE experts on 
Holland. . 


The Milhado organisation repre- 
sents the most influential and the 
largest Dutch dailies, weeklies 
and trade papers. Its offices are 
at Holland House, 140 Cromwell 
Road, London, S.W.7, and they 
are always open to any visitor 
desiring information on advertis- 
ing in Western Europe, and par- 
ticularly in Holland. 

It is obvious, that if you intend to 
advertise in Holland, you should 
ask a Dutchman. That Dutch- 
man is ALBERT MILHADO. 
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The Insistent Question Today — 


ALGEMEEN 
HANDELSBLAD ? 


Who NIEUWE 


ROTTERDAMSE 


Be Ty | y * COURANT ? 
HET 


VADERLAND ? 


~ 


This is the searching question British advertisers ask us today. Who reads a paper 
comes before why it is bought, or when or where or how many. With rising costs 
of living there is no escaping the hard fact that the money in a family determines the 
buying by that family and an advertiser wants to know before anything else that he 
is indeed reaching a family which"can buy his products. 


Each of our papers has prepared a pamphlet which answers this all-important 


question and others of interest to British, manufacturers and their Advertising 
- Agents. "Phone or write for these pamphlets. 


ALGEMEEN HANDELSBLAD HET VADERLAND 


124 years old - 83 years old 
Amsterdam The Hague 
NIEUWE ROTTERDAMSE COURANT 
108 years old , 


Rotterdam 


Agent in Great Britain : 
George Young 


OVERSEAS PUBLICITY & SERVICE AGENCY LTD. 


110 Fleet Street, London, E.C.4 "Phone: Central 5494 & 7870 
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Fn BRANDED ARTICLES 


It is more than likely that any branded 
article advertised in Holland, will be found 
advertised in 


the 
women’s 
weekly 
that has 
gained 
tremendous 
popularity 
in a 
tantasti- 
cally 
short 
time 


in MARGRIET you will find 
a greater number of advertisers 
and more advertisements than in 
any other Dutch women’s paper. 


JANUARY 1948 133,127 
JANUARY 1949 180,101 
OCTOBER 1949 200,000 
JANUARY 1950 242,638 
300,000 


National distribution! All advertising next to text! 
High advertising value! « 


Rates, circulation-figures and any other information 
will be gladly supplied by 
DE GEILLUSTREERDE PERS N.V. 


Huidekoperstraat 20, Amsterdam-C, 


or by our representatives for Great Britain, 
Messrs. Albert Milhado & Co. Ltd., 
Holland House, 140 Cromwell Road, London S.W. 7. 
Tel.: Western 3127/8 (4 lines) 


Holland’s 
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daily Press: 


national & provincial 
A classified list supplied by Cebuco 


National Dailies 
AMSTERDAM 
Igemeen Handelsblad, N.Z. 
Voorburgwal 234-240. Ad. manager, 
J. H. Dieters. 

Het Financieele Dagblad, N.Z. 
Voorburgwal 287. Ad. manager, 
J. F. Richard. London representa- 
tive, Albert Milhado & Co. 

Nieuws van de Dag, N.Z. Voor- 
burgwal 225. Ad. manager, H. J. A. 
Janssen. 

, Het Parool, N.Z. Voorburgwal 

25. Ad. manager D. Baars. London 
pet as ng Frank L. Crane. 

De Telegraaf, N.Z. Voorburgwal 
225, Ad. manager, H. J. A. Janssen. 
London representative, Albert 
Milhado & Co. 

De Tijd, N.Z. Voorburgwal 65-73. 
Ad. manager, J. Meulenkamp. Lon- 
don representative, Albert Milhado 
& Co. 

Trouw, N.Z. Voorburgwal 225. 
Ad. manager, J. J. Gatersieben. 

De Volkskrant, wall 4. Ad. 
manager, B. J. Woutma 

Het Vrije Volk, Hekeiveld 15. 
Ad. managers, J. H. C. Sieverts and 
H. Frank. 

De Waarheid, Keizersgracht 324. 
W. F. Puister. 


ROTTERDAM 


Algemeen Dagblad, Witte de 
Withstraat 73. Ad. manager, 
A. v. d. Steenhoven. 

Nieuwe Rotterdamse Courant, 
Witte de Withstraat, 73... Ad. man- 
ager, A. v. d. Steenhoven. 

Dagblad Scheepvaart, Picter de 
Hoochweg 11i!. Ad. manager, 
W. M. L. v. d. Pluym. 

Handels en Transport Courant, 
Schiedamsevest 1. Ad. manager, A. 
Teeuw. 

De Maasbode, Kortenaerstraat 1. 
Ad. manager, B. van Moorsel. 


Provincial and Local 
Dailies * 


Ad. manager, 


GRONINGEN 
GRONINGEN: 

Nieuwe Provinciale Groninger 
Courant, Wipstraat 12. Ad. man- 
ager, M. Lups. 

Nieuwsblad van het Noorden, 


Ged. Zuiderdiep 24. Ad. manager, 
D. Kouwenberg. 

Ons Noorden, Zwanestraat 37. 
Ad. manager, A. Gevers. 
WILDERVANK: 
ne Noord-Ooster, Oosterdiep B 
WINSCHOTEN : 

Winschoter Courant, Licfkens- 
straat 67. Ad. manager G. Goren. 


FRIESLAND 

HEERENVEEN: 
Heerenveense Koerier, 
straat 9. Ad manage PE 
LEEUWARDEN 

Friesch Dagblad, Galileér Kerk- 
straat 17. Ad. manager. / 

Leeuwarder Courant, 
103. Ad. manager, H 


DRENTE 
Dreetysche 
Marktstraat 17-19 Ad. 

Mej. A. Veenstra 
Prov. he and Asser Cour- 


Stations- 
Gutman, 


Voorstreek 
Dolstra. 


Nieuwe Courant, 


manager, 


ant, Torenlaan 20. 
R. Bouwman, 


OVERIJSSEL 
ALMELO: 

Dagblad v. h. Oosten, Fortstraat 
6. Ad. manager, A. J. Kleinjan. 
DEVENTER: 

Deventer —, Assentraat 
8-10. Ad. manager, G. J. Kers. 
ENSCHEDE : 

Twentsche Courant, Langestraat 
43. Ad. manager, A. A. Jansen. 

Twentsch Dagblad “Tubantia,” 
Langestraat 13-15. Ad. manager, 
H. SB. A ee. 

HEN 
 Hengtosch Dagblad, Nicuwstraat 


KAMPEN: 

*t Nieuws voor Kampen, Brocder- 
Straat 9. Ad. manager, M. van 
Hensbergen. 

STE LIK: 

Steenwijker Dagblad, Oosterstraat 
56. Ad. manager, M. van Hens- 
bergen. 

ZWOLLE: 

Nieuw Overijssels Dagblad, Melk- 
markt 10. Ad. manager, H. J. 
Poelman. 

Prov. Overijsselsche and Zwolsche 
Courant, Melkmarkt 13-23. Ad. 
manager, van Hensbergen. 
London _ representative, W. H. 
Goodchild. 


GELDERLAND 
APELDOORN : 
Nieuwe Apeldoornse Courant, 
Kanaalstraat 8. Ad. manager, 
M. A. J. Hendiks. 
Veluwe- en IJsselbode, Hessen- 


Ad. manager, 


berg 18, Nijmegen. Ad. manager, 
J. D.C. L. Groot. 
ARNHEM: 

Arnhemsche Courant, Koning- 
Straat 15. 

rhems Dagblad, Hessenberg 
18, Nijmegen. Ad = manager, 


Cc. 
DOETINCHEM : 
De -Gelderlander, Hessenberg 
me - rey ig Ad. manager, 
Cc 


. Groot. 
NUMBGEN: 

De Gelderlander—Dagblad voor 
Nijmegen, Hessenberg 18, Nij- 
megen. Ad. manager, J. D. C. L. 
Groot. 

De Gelderlander, Gowestelijke 
Dagblad, Hessenberg 18, Nijmegen. 
Ad. manager, J. D. C. L. Groot. 

Nijmeegs Dagblad ca Gelders 
Dagblad, van Broeckhuysenstraat 46. 
ZUTPHEN 

Dagblad vd. Graafschap, Hout- 
markt 66. Ad. manager, Th. E. 


Angenceind. Z 
phens Dagblad, Houtmarkt 
66. Ad. manager, Th. E. Angeneind. 


UTRECHT 
AMERSFOORT : 

Amerfoortsche Courant, Snouck- 
aertlaan 9. Ad. manager, J. D 
Heidinga. 

Amersfoorts Katholiek Dagblad, 
Krommestraat 58b. Ad. manager, 
J W. M. Verweij. 

Dagblad voor Amersfoort and i 
Veluwe, Snouckaertlaan 7. 
managere J. A. v. d. Geer. 
UTRECHT : 

Utrechtsch Nieuwsblad, Drift 23. 
Ad. manager, K. Akkerman. 


7 oe eh a 7 a. Sa ae Ss me ; wae —_—- s ele Ee ES ee. le Paty. ae eo 5 Stach >” ef .. 
a — ie 
| ee a __ | 
2 re 
; | 

ihe | es 
[hove i 
a “iG, “ “4 | - 
; te ae | | 
; ’ > a a | » 
? /f - a i 
: a -_ FF ; 
os, an 
ey See | ; 
+. ae ; <_< a 
f . on aa ' aur ; 
a i -. A | 
a “as Ps : 
. an f 1 : 
— ; | Pet * | : 
~ i ng | 4 ‘ 
| —— tai P| 
. = - é 7 Fe 
ai ‘Bh a oe 1 : 
\ A ea, | : 
a 
= % 3 
cet 1 
4 
| | a 
7. Weiy Over 
- 1951 500 0 0 | 
: 9 
! 
~~ 
" es : 
oe | .: % . — a 


NOVEMBER 22, 1951 
Utrechts 

Lucas Bolwerk 19. 
J. W. M. Verweij. 


Dagblad, 
Ad. manager, 


Nieuw Utrechts Dagblad, Oude- 
gracht 172-176. Ad. manager, J. A. 
van der Geer, 


NOORD-HOLLAND 


ALKMAAR: 

Alkmaarsche Courant, Voordam 
9. Ad. manager, L. Christophersen. 
AMSTERDAM: 

Nieuwe Dag, N.Z. Voorburg- 
wal 65-73. Ad. manager, 
Meulenkamp. 

BEVERWLK : 

Kennemerland, Breestraat 77. Ad. 
manager, L. Christophersen. 
ENKHUIZEN : 

Enkhuizer Courant, Westerstraat 

. Ad. manager, J. C. Wonder. 

Nieuwe Enkhuizer Courant, Wes- 
terstraat Ad. manager, L. 
Christophersen. 

HAARLEM: 

Haarlems Dagblad, Grote rig | 
straat 93. Ad. manager, D. A. J. 
Spek. 

Nieuwe Haarlemsche 
N.Z. Voorburgwal 65-73. 
coe.) Meulenkamp. 


—y Courant, 
Ad. manager, 


Courant, 
Ad. man- 


Koningstraat 
L. Christo- 


HILVERSUM: 
Het Gooi- en Ommeland, hae. 
21. Ad. manager, W. H 
Courant, ' 
burgwal 65-73, Amsterdam. 
manager, J. Meulenkamp. 


holiands Dagblad, 
Draafsingel 59. Ad. manager, C. 
Luttikhuizen. 

Dagblad voor West-Friesland, 
Kleine Noord 7-9. Ad. manager, 
L. Christophersen. 

KOOG AAN DE ZAAN: 

De Zaanlander,  Stationsstraat 
71-73. Ad. manager, L. Christo- 
phersen. 


SCHAGEN : 

Schager Courant, Loct EF 137. 
Ad. manager L. Christopbersen. 
LJMUIDEN: 

lJmuider Courant, Grote 
Straat 93, Haarlem. Ad. manager, 
D. A. J. Spek. 

ZAANDAM: 

Dagblad voor de Zaanstreek “De 
Typhoon,” Westzijde 35. Ad. man- 
ager, A. van Ederen. 


ZUID-HOLLAND 
ALPHEN AAN DE RIJN: 
Dagblad van Rijn en Gouwe, v. 
Manderloostraat 1. Ad. manager, 
J. J. Stalenburg. 


Hout- 


Courant, Verversdijk 
Ad. manager, J. van Duyne- 
Toekomst, Choorstraat 2a. Ad. 
manager, B. van Moorsel. 
DORDRECHT : 

Dordtechtsch Nieuwsblad, Bagijn- 
hof 58. Ad. manager, M. Meeldijk. 

De Dordtenaar, Witte de With- 
Straat 73, Rotterdam. Ad. manager, 
A. van der Steenhoven. 

Dordtsch ge BN "wan 

. Ad. manager, P. 

Nieuwe Dordtsche Gaaa Stee- 
goversiloot 70. Ad. manager, B. 
van Moorsel. 

GOUDA: 

Goudsche Courant, Markt 31. 
Ad. manager, D. de Klerk. 

Niewe Zuidhollander, Lange 
Tiendeweg 19. Ad. manager, 
van Moorsel. 

*S-GRAVENHAGE: 

Het Binnenhof, Riviervismarkt 
3a, Ad. manager, M. J. Lintelo. 

Haagsche C Wagenstraat 


37. Ad. manager, Mej. H. B. M. v. 

a gg London representative, 
H. Goodchild. 

D: , Nieuwe 


Courant, Grote Markt- 
Ad. manager, T. Menses. 
Parkstraat 25-27. 
Ad. manager, H. van Velzen. 
LEIDEN : 
De Leidse Courant, Papengracht 
32. Ad. manager C. P. de Heiden. 
Leidsch Dagblad, Witte Singel 1. 
Ad. manager, A. Poortman. London 
representative, W. H. Goodchild. 
Nieuwe Leidsche Courant, Stecn- 
Straat 37. Ad. manager, J. H. v. d. 
Velden. 
NAALDWUK : A 
De Westerbode, Choorstraat 2, 
Delft. 


Ad. van 
Moorsel. 
ROTTERDAM: 


De R 
Withstraat 30. 
Diemer Gzn. 

Rotter: 


Straat 7. 
Het V 


manager, B. 


mmer, Witte de 
Ad. manager, E. 


Nieuwsblad, Schie- 
damsevest 1. Ad. manager, A. 
Teeuw. 

Het Rotterdamsch Parool, Schic- 
a 42. Ad. manager, M. J. 
Schelling. 

Het Nieuwe Dagblad, Kortenaer- 
Straat 1. Ad. manager, B. van 
Moorsel. 

SCHIEDAM: 

Nieuwe Schiedamsche Courant, 
Kortenaerstraat 1, Rotterdam. Ad. 
manager, B. van Moorsel. 


ZEELAND 


GOES 
Seed Dagblad, — 
straat 90. Ad. manager, I 


MIDDLEBURG : 

Prov. Zeeuwse Courant, Wal- 
straat 58-60, Vlissingen. Ad. man- 
ager, S. Rijkeboer 
TERNEUZEN : 

De Vrije Zeeuw, Noordstraat 55. 
Ad. manager, G. van der Peijl. 
ZIERIKZEE : 

Zierik Ni 
Nobeistraat A 171. 
J. Catshook. 


NOORD-BRABANT 
BREDA: 


De 
Markt 33. 
chm. 
De Stem, Reigerstraat 16. 
manager, C. Maas. 

EINDHOVEN : 

Eindhovensch Dagblad, Keizers- 

gracht 2. Ad. manager, A. Brouwers. 
Brabant, Wal 2. Ad.,man- 

ager, Mej. v. Gennip. 

GRAVE: 

Noord-Ooster, Hessenberg 18, 
Nijmegen. Ad. manager, J. C. L. 
Groot. 

HELMOND: 

Helmondsche Courant, Zuid- 
Koninginnewal 14-18. Ad. manager, 
J. Chr. Roos. 
*S-HERTOGENBOSCH : 

Prov. Noord-Brabantsche Cour- 
ant “Het Huisgezin,” Emmaplein 2. 
Ad. manager, L. van Langen. 
ROOSENDAAL : 

Brabants Nieuwsblad, Molen- 
Straat 11. Ad manager, Jos. Klamer. 
TILBURG: 

Het Nieuwsblad van het Zuiden, 
Willem II straat 56. Ad. manager, 
A. Hendrickx. 

De Til Courant, Heuvel 25. 
Ad. manager, J. W. A. v. d. 
Vrande. 


hee 


bode, Lange 
Ad. manager, 


Courant, Grote 
Ad. manager, L. J. M. 


Ad. 


Dagblad voor Oss en 
a , & 

. Manager, L. van Langen. 

De Sirene, Walstraat 36. 
manager, A. van Zon. 


Continued on page xiv 


Ad. 


omstreken, 
*s-Hertogenbosch. 
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USE THE DUT MATING 


Children as well as adults (both men and 
women), love pictures. This is the reason 
why an illustrated weekly such as 


DE WEEK IN BEELD 


is 

looked 

at, read, 
reread and 
thoroug ghly 


Therefore DE WEEK IN BEELD is 

an excellent advertising medium, proof 

of which are the many national advert- 
isers, representing both goods and ser- 
vices, which may be found in its pages. 


lesculellin 


over 


100,000 Neat 


National distribution! All advertising next to text! 
High advertising valuc! 

Rates, circulation-figures and any other information 
will be gladly supplied by 

DE GEILLUSTREERDE PERS N.V. 
Huidekoperstraat 20, Amsterdam-C. 
or by our representatives for Great Britain, 
Messrs. Albert Milhado & Co. Ltd., 

Holland House, 140 Cromwell Road, London S.W. 7. 


Tel.: Western 3127/8 (4 lines) 
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Air network cut costs, 
opened new markets 


OLLAND is one of the 

most air-minded nations. 
Certainly, she has the world’s 
largest commercial air fleet in 
relation to her size and popu- 
lation in K.L.M. 

It was-air-mindedness that led 
the Dutch to give highest priority 
to aviation in their post-war 
reconstruction plans. Rapid air 
communication between Holland 
and her overseas territories helped 
to rebuild and strengthen the 
Dutch national economy. It 
facilitated the re-entry of Dutch 
exports to pre-war markets and 
opened the way for new markets 
hitherto beyond the range of 
perishable goods. 

Many people still think of air 
freight in terms of perishable 
goods or emergency shipments 
where speed is the thing that 
really matters. But the fact is 
that most air cargo—and K.L.M. 
lifted 10,000 tons of it in 1950 
and are now flying a fifth of al! 
air-borne cargo across the North 
Atlantic—consists of machinery, 
textiles, and manufactured goods. 

This is evidence of the growing 
recognition of the economic ad- 
vantages of shipping goods by air. 
Not only are insurance premiums 
lower and packaging costs less 
but there is less risk of damage 


and goods are not tied up for 
long periods of transit. With 
some types of goods, such as 
refrigerators, the saving in crating 
costs exceeds the freight tariffs. 
Further, air transport reduces the 
need for heavy stockpiling in 
foreign warehouses. 

These new factors in post-war 
Dutch commerce are calling for 
new techniques of packaging and 
marketing goods. 


THE DAILY PRESS 
Continued from page xiii 


LIMBURG 
HEERLEN: 
Lim Nobelstraat 


burgsch Dagblad, 
21. Ad al A. Jacobs. 
MAASTRI 3 
Gazet van Wolfstraat 
17. Ad. manager, P. J. utzen- 


berg. 
ROERMOND: 

Maas- en Roerbode, St. Christso- 
ffelstraat 10. Ad. manager, A. H. 
Poell. 

VENLO: 


Dagblad voor Noord-Limburg, 
Grote Kerkstraat 18. Ad. manager, 
H. Bartels. 

*S-“GRAVENHAGE : 

Haagsch Dagblad, Herengracht 

58. Ad. manager, A. Iedema. 
representatives are 

included where they were supplied to 

ADVERTISER'S WEEKLY by the publishers 
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FILM PUBLICITY —continuca from page iv 


visited tiie cinema: 13,450,000 in 
Amsterdam, 5,400,000 in Rotter- 
dam (owing to the bombing in 
1940 this city can boast only 12 
cinemas against 39 in Amster- 
dam), and 8,150,000 in The 
Hague (26 cinemas). Figures for 
1950 were much the same. 
Although official regulations 
for the Jength of a film do not 
exist, cinema managers, as a rule, 
object to exhibitions taking less 
than 14 minutes and more than 


a_ 


34 minutes. Quality is the first 
consideration, consequently man- 
agers reserve the right to refuse 
a film that does not come up to 
the standard of the house. How- 
ever, this is just theory, for most 
publicity films are well produced. 

‘he board is always on guard 
against publicity in disguise (e.g. 
in shorts and news-reels). 

Film publicity in Holland is 
extremely well organised and is 
extensively used by industry. 


Good advertising use’is made of cartoon films. This stili is from a 
film produced in the Marten Toonder Studios and used in an ‘Eat 


More Fish’ campaign. 


) 


| 


When preparing an export drive to Holland 


-inelude one of the oldest and most 


important groups of catholic dailies. 


' $8.5 % of the Dutch population being catholic, 


DE TIJD 


with a wide-spread national circulation 


combined with De Nieuwe Dag and 


Nieuwe Haarlemsche Courant as local dailies, 


will complete your campaign!! 


For full information, specimen copies and rates: ALBERT MILHADO & CO. LTD. 


“HOLLAND HOUSE”, 140, CROMWELL ROAD 
LONDON S.W.7. - TELEPHONE WESTERN 3127 
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Your advertising campaign 
in the Netherlands 
will be complete if only you include 


one of the most important 


Over 36,000 paying subscribers— 
—circulation more than 40,000 


Advertising department: 4 Raamgracht, Amsterdam 
Enquiries and full particulars : 
Albert Milhado & Co. Ltd. 


“Holland House”, 140 Cromwell Road 
London $.W.7. Telephone : Western 3127 


VRIJ NEDERLAND 


Dutch Opinion Weeklies 


re 
arter of the 
total population 


ot 
Bone-third of the 


national income 


and wealth 


Four times a day BEA 
Viking Airliners leave 
London on their 14-hour 
flight to Amsterdam. The 
return fare is £14.8.0. 
Book through your travel 
agent, or at BEA, Dorland 
Hall, 14/20 Regent Street, 
London, W.1 (Telephone 
GERrard 9833). 


SPECIAL NIGHT SERVICE 


There is a BEA night service from London to 
Amsterdam (until Oct. 21) for {£10.10.0 ret. 
Revised Winter Schedules will commence Oct. 21. 


BRITISH EUROPEAN AIRWAYS 
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ACME WRINGERS 
AERTEX 
AGNELLA 
ARRELL COATS 

AUSTIN CARS 

AQUA VELVA 

BAYLISS WILEY 

BOOTS PURE DRUG CO 
BOVRIL 
BRITISH EUROPEAN AIRWAYS 
BRITISH INDUSTRIES FAIR 
BRITISH TRAVEL ASSOCIATION 
BRYLCREEM 
CHAMPION PLUGS 
COSSOR MARINE RADAR 
DUNHILL PIPES 
ENCYCLOPAEDIA BRITANNICA 
FESTIVAL OF BRITAIN 
FOUR HUE PENCIL 
GORDON’S GIN 
GOR-RAY SKIRTS 
GROSSMITH LAVENDER 
HILLMAN CARS 

HUMBER CARS j 

IMPERIAL CHEMICAL INDUSTRIES 

JANTZEN 


“The Serious Periodical Press Gives Your 
Message To The Real Buyers” 


(Advertiser’s Weekly, August 23, 1951) 


JOWETT CARS 
LILLIPUT MAGAZINE 
MACLEAN’S TOOTHPASTE 
MECCANO 
MG CARS 
MORRIS CARS 
MYERS & SONS LTD 
ODHAMS PRESS LTD. 
PALL MALL CIGARETTES 
PERRY BRAKES & CHAINS 
POTTER & MOORE 
QUINK 
RALEIGH BICYCLES 
RILEY CARS 
RONSON LIGHTERS 
SILHOUETTE CORSETS 
SINGER CARS 
VAN HEUSEN SHIRTS 
VAUXHALL CARS 
VENUS PENCILS 
VYELLA 
WATERMAN PENS 
WESTCLOX 
WOLSELEY CARS 
WRIGHT'S SOAP 
YARDLEY 


and many more 


British goods are advertised regularly in 


ELSEVIER 


Holland’s leading better class weekly 


(Paid Circulation over 125,000) 


Represented in the United Kingdom by ALBERT MILHADO & CO. LTD. 
Holland House, 140 Cromwell Road, London, S.W.7. Telephone : WEStern 3127/8 
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Display Notes 


PROVINCIAL bus companies are 
notoriously conservative in their 
display activities. Windows of 
offices normally go no further than 
a modest showing of posters in 
simple permanent frames. 

The Bristol Tramways and 
Carriage Co. has recently i 
a complete display unit in the win- 
dows of its head office, which has 
evoked much favourable comment 
locally. 

Responsible for the unit, which 
was organised by the British Trans- 
port Commission, were Studio 7. 

The display features the com- 
pany’s private hire service, its organ- 
ised tours and country services, 
coach services, and many other 
aspects of the service a large "bus 
company gives to the public. 

Photographs, route diagrams, 
relief maps of the Bristol area and 
other display devices are used. One 
interesting development of the old 
tradition is a display of three 
posters; but instead of the frames, 
these are shown beneath gaily striped 
pelmets with matching pedestals for 
leaflets. 

x ” * 
NGENUITY characterises the 
producers of showcards. Con- 

stant search for novelty produces 
many good ideas. Here are some 
recent examples : 

Mullard have issued a_ three- 
dimensional representation of their 
character “Sidney the Serviceman.” 

- This showcard, which is printed in 
five colours, was produced in three 
parts. The base board carries only 
slogans and the figure’s legs. His 
body is a separate piece of stiff 
paper gummed on to the board at 
one side. The other side is fitted 
into a siot in the board in such a 
way that the surface of Sidney's 
body is curved giving the display a 
three-dimensional effect. The same 
technique is used for the picture of 
a Mullard valve. 

Another sensible idea comes from 
the distributors of Royal Decree 
sherry. Their new display stand is 
fabricated of aluminium and printed 
in four colours. It has a riveted 
strut, which hinges out to form the 
rear support, and a slight backward 
“lean” which affords an effective 
tilt to the bottle displayed. 


The portion cut away to accom- 
modate the bottle is printed at the 
same time as the main front of the 
display and cut out afterwards. It 
then forms a miniature showcard to 
be displayed separately in windows 
or on counters. 

The Metal Box Co. manufactured 
the display. 


* * * 


ANOTHER i nious development 
A's reported ¥, Acme Showcard 
gn Co., Lid. With special 
Hd. they are turning out 
showcards made of Perspex which 
is undercut to the form of the 
lettering. Colour is then sprayed 
into the gouged-out portion and 
the Perspex backed with coloured 
material. The resulting showcard 
looks like an expensive embossing 


* * _* 


FN chem ene display for 

Sammy scarves was noted in a 
recent issue of Men's Wear, and 
approved in these terms: 

“Length being an all-important 
point where scarves are concerned, 
what better tie-up could there be 
than with the long-necked giraffe?”’ 

The display piece consists of the 
necks and heads of two giraffes, 
whose eyes are fitted with electric 
light bulbs, which flash intermit- 
tently, so attracting the gaze of 
passers-by. 
*% ~ ~ 

OTELYMPIA,” the _ bjennial 

Hotel Restaurant & Catering 
Exhibition at Olympia, is —— 
for January 23 to Februar 1952. 
This show is sponsored a ‘fifteen 
national associations representing 
al branches of the catering trade. 
The commercia! exhibits, occupying 
some two hundred stinds, will em- 
brace every category of equipment 
and supplies; with kitchen engineer- 
ing taking first place, but including 
also such diverse classes as food and 
drink, furniture and carpets, cutlery 
and crockery, bar and bathroom 
fittings, water boilers and refrigera- 
tors, sanitary equipment, linen ang 
insecticides. 

Caterer and Hotel Keeper and 
Hotel Review are promoting the 
exhibition, 


Window displays arranged around events in the news are appearing in the 


Berkeley Street windows of the Victor Britain Lid. showroom. 
complete with scoreboard, tied up with the general election. 


This one, 
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Quick Facts 


about Harris and Sheldon 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 

ea Display and Exhibition Organisation in 

the country. Their top-line creative team and more 

than half-a-dozen factories can undertake an 

from a single counter display to a complete ition. 


a 
= 


seeeoeee0 


Three dimensional Display 


Dealers’ Display Aids. Counter Display 
@ stands. Scenic Display for Window Back- 
e grounds. Contract Window Dressing. 


Display Figures 


Life size and miniature, in por pa 
® mache, rubber, etc. Corsetry and 0 


Harris and Sheldon Ltd. 

WOODGATE, LOUGHBOROUGH 46 GREAT MARLBOROUGH ST. 

Leics. Loughborough 349! LONDON, W.! GERrard 8955-6-7 
and at Birmingham, Manchester and Glasgow 


LG.8 
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=~ JBM EEPING YOU ON THE MAP 


we 


7. vARMOU 
» . YAaTOrt 


cangni0ss ewe This van is one of a fleet of 60 employed by National Solus 

co ow ry e . . » ae 
pene ane 000 ran M Sites to keep your posters well and attractively displayed. 
5 wemenrennan 01u70% spore A map on this scale can only show the most important 
megTnY youcesTE* goxf0R® eww é towns served by National Solus Sites; in fact there are 
over 500 towns in England and Wales where National Solus 
Sites ‘stand alone,’ carrying your message to the eyes of the 
people. Wherever you advertise, National Solus Sites can 


give your product the individual publicity it deserves. 


NATIONAL SOLUS SITES 


LIMITED 
56 60 STRAND, LONDON, W.C.2. «+ Telephone: TRAfalgar 4922-3-4 


Directors: T. A. ALLAM (Managing Director) P. W. FELTON ~- S. E. CARTER + R. H. LAWSON 
Members of the Solus Outdoor Advertising Associction, Ltd. 


London Observer 


INDEPENDENTLY OWNED POLITICALLY UNATTACHED 


UP TO THE MINUTE SPORTS NEWS SPECIALISED INFORMATION 
AND CRITICISM ON THE THEATRE AND CONCERT PLATFORM 


Qur readers expect authoritative news 
and views regarding their leisure activi- 
ties; they are never disappointed. Their 
tastes are as varied as their incomes, but 


their loyalty to their home newspaper is 
unquestionable. 


ABC SALES  jan.—june 


COPIES WEEKLY (AVERAGE) 


16 QUEEN CAROLINE STREET, HAMMERSMITH BROADWAY, W.6 TEL: RIVERSIDE 145! 
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GREATER LONDON SURVEY 


support to national campaigns 


ITHOUT much doubt 

London has a _ wider 

choice and a better ser- 
vice of newspapers than any- 
where else in the world, with the 
possible exception of New York. 
Certainly the Londoner is better 
off than any of his countrymen, 
for Greater London, apart from 
being the publishing centre for 
most of our national news- 
papers, is served by three even- 
ing papers and more than 160 
weeklies. 

The three evening papers have 
achieved a distribution which 
extends well beyond the bound- 
aries of Greater London. They 
carry a vast amount of national 
news and advertising, and the 
Londoner inevitably looks to 
them for news about things to 
do and to buy in London. But 
he must, in fact, look elsewhere 
for his really local news. 


By a Correspondent 


close touch with the capital city 
where national news is local 
news, while on the other hand 
he lives in a community which, 
despite its superficial similarity 
to its neighbours, is often almost 
a village within a town. This 
means that the evening papers 
with their wide overall distribu- 
tion, tend to concentrate on news 
and advertising which has a com- 
mon appeal to all Londoners, and 
as a result they have ceased to 
be in any respect, local papers. 
In the provinces the evening 
paper and the local weekly are, 
to a certain extent, in competi- 
tion, as both are catering for a 
local market. The extension of 
transport facilities and the 
gradual encirclement of what 
were separate communities on 
the outskirts of London, have left 
the local weekly still firmly en- 
trenched and continuing to pro- 
vide a service which no other 
type of newspaper offers. It is. 
of course, only the superficial 


and shopping areas in and around 
London, and it does not need a 
Chesterton to emphasise the 
strong local _—— which is 
still displayed by the inhabitants 
of the countless Notting Hills of 
which London consists. 

There is, therefore, every 
reason why the advertiser should 
study and use the weckly Press 
of Greater London, and it is the 
purpose of this brief review to 
present some of the facts about 
these newspapers in a condensed 
form. A great deal of the in- 
formation is taken from Adver- 
tiser's Aid, published by the 
Newpaper Society. 

London's weekly newspapers 
may occu PY a special position by 
virtue of their numbers and 
their function, but they are, 
nevertheless. representative of 
the whole class of weekly papers 
which are read by two-thirds of 
the adult population of Great 
Britain. 


It is, therefore, worthwhile to 


A huge market — and 162 weeklies give good 


special characteristics may be. 
Perhaps the simplest way of 
doing this is to compare the com- 
position of the audiences for 
weeklies with those for other 
types and to see whether the 
readers of these papers have any 
particular characteristics. 

In Table I (p. 405) we have shown 
a breakdown of the adult popula- 
tion by sex, a grade and 
by age, and have laid alongside 
it, the distribution of the 
audience for the various main 
groups of newspapers. It would 
be observed in the first place that 
the readers of local weeklies as 
a whole, resemble very closely 
the adult population in all re- 
spects. The evening papers, on 
the other hand, appear to show 
a slight but distinct bias towards 
men and the age distribution is, 
generally speaking, weighted to- 
wards younger people. 

The strength of weeklies varies 
considerably in different parts of 
the country and outside the south 
eastern corner of England a high 
weekly paper readership is 
generally accompanied by a low 
readership of eveniigs and vice 
versa. 

While we are dealing with 


! local wee 
__The Londoner leads a double observer who sees a featureless examine weekly newspapers as a , — & congo 
life. On the one hand he is in uniformity in the many residential class in order to see what their (Continued on page 405) 
' DISTRIBUTION OF 162 GREATER LONDON WEEKLIES BY GROUPS 
[(Individual papers in these groups are listed on page 404) 
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L. Big Three Heralds | Bs ea Sa a "Le ei ae ee 
2. County of London & Suburban Press | | | } } | | 
group j 8 | | | | | | - 8 
3. Croydon Advertiser series .. . | § | ic | | | | 7 7 
4. Croydon Times series | | 4 | | | 4 4 
5. Greater London's Greater Press | is 21 | 8 | 6 6 | “ 55 um | 666 
6. Ilford & E. London Publications Ltd. | ,4 4 | | 5 te 
7. Kentish Times series | s { | | | 8 x 
8. Leytonstone Express & Independent | | } | 
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NOVEMBER 22, 1951 


CHECK LIST OF 162 WEEKLY 
PAPERS IN GREATER LONDON 


Figures opposite the name of each paper refer to groups in the table 
eae page 403; “x” indicates membership of no group. 


Secure Efficient Coverage 


i 
4 
: 
| 
| 
: 
4 
: 


throughout South London 
and the Kentish Suburbs 


| The 
Bentish Mercury. 


Established 1833 


Bromley & Mest Rent 
Stlercury 


Incorporating the Bromley & West Kent Telegraph, etc. 
Established 1865 
take your message weekly into prosperous 
homes throughout South East London and 
the Kentish Suburbs, the high-income 
groups of Bromley and rural West Kent. 
They are old-established family newspapers 
which carry weight with their Readers and 
and make sales for their Advertisers. 


The Mercurys 
Make Your Market Secure 


Rates gladly quoted by The Manager 
6-28 BLACKHEATH ROAD, LONDON, S.E.I0 
TiDeway 1122 and 4633 (12 lines) 
240 HIGH STREET, BROMLEY, KENT 
RAVensbourne 2266 (Private Branch Exchange) 


A.B.C. 


South London Advertiser Series 


now includes 


SOUTH LONDON ADVERTISER 
CRYSTAL PALACE ADVERTISER 
WEST NORWOOD TIMES 
NORWOOD PRESS & Dulwich Advertiser 
32-34 WESTOW STREET, UPPER NORWOOD, S.E.I9 


LiVingstone 4455-6 


City Office of all papers : 
| GOUGH SQUARE, FLEET STREET, E.C.4 
CENtral 2574 


Acton Garetle . 

Beckenham & Penge Advertiser 

Brentford & Chiswick Times . . 

Barking Advertiser ** 

Bromley Mercury ‘ 

Bexley Heath Observer. . 

Bromley & Kentish Times. 

Barking & E. Ham Express .. 

Balham & sheer aA News 

Becontree Guardia 

Buckhurst Hill E rate "& Ind. 

Barnes & Mortlake Herald .. 

Battersea Borough News 
Beckenham Journal .. 

Brixton Free Press... 

Feltham, Bedfont & Hanworth Chron. 

Buckinghamshire Advertiser & County 
vazette 

Brixton & Streatham Advertiser ew. 
Norwood Times ° 

Barnet Press 

Banstead Herald 

Croydon Advertiser 

Croydon Times . ° 

Coulsdon & Purley Times. 

Chislehurst and Kentish Times 

Clapham Observer 

Caterham & Purley Weekly Press 

Chingford Express & I 

Crystal Palace Advertiser 

Chigwell Times. 

Chelsea Gazette ‘ 

Chigwell & W. Essex Guardian 

Chingford & Epping Forest Guardian 

Chingford Observer = 

City Press 

Clapham Free Press. ; 

County of Middlesex Independent 

Dartfory, Crayford & Swanley Chron. 

Dagenham Post 

Edgware Post . ° 

Enfield Weekly Herald 

Epsom District Times . 

Epsom & Ewell Advertiser 

Enfield Gazette & Observer 

Erith Observer .. 

Eltham Times .. 

East London Advertiser 

Essex Guardian ° 

East End News 

East Ham & Barking E xpress. 

Epsom & Ewell Herald 

Esher News & Advertiser 

Finsbury Weekly News 

Fulham Chronicle 

Forest Gate Express & Independent « 

Finchley Press 

Fulham Gatette 

Fulham Advertiser 

Holborn Guaréian 

Hampstead Record 


- 


PS 
AAIIAAH OO 


a 
Se ee  .e 


kad 


~ 
SP 


- 
Dene Ka KKK 


> 


¥ 


an 


2 


Cnn nw xe Qensn 


The medium for the prosperous 
areas of Surrey & S. Middlesex 


THE 
SURREY COMET 


(Founded 1854) 


Published at 
KINGSTON - ON - THAMES 
the premier shopping and 
market town of London’s 
suburbs 


A.B.C. SALES 
(June 30, 1951) 
Wednesday 20,371 


Saturday 50,104 


Head Office: 
20 CHURCH STREET 
KINGSTON-ON-THAMES 
KINgston 2261 (5 lines) 


Harrow Observer 

Hendon & Finchley Times 

Hornsey Journal 

Hampstead News 
lackney Gazette 

Hayes Gasette 

Hampstead & Highgate Express, 
ayes, H ed 
District Chronicle 

Hammersmith Gazette .. 

Islington Guardian 

Ilford Recorder 

Ilford Guardian 

Islington Gesette 

Kentish Mercury 

Kilburn Times . 

Kingsbury & Kenton News 

Kensington Post 

Kensington Gazette 

Kensington News & W. “London Times 

Kentish Independent, Woolwich ° 

Loughton & Chigwell Gazette . . 

Leytonstone Express & Independent . 

per a — & b ietepondod R 

Loughton Express & Inde; 

Lewisham Borough News 

Lewisham Journal 

Leyton, Leytonstone, Wanstead Eastern 
Mercury 

Marylebone Chronicle - 

Mitcham & Tooting Advertiser 

Middlesex Advertiser 

Middlesex City Times & West Middle- 
sex Gazette 

Merton & Morden News 

Middlesex Chronicle . 

Mitcham & Collierswood Gazette 

Mitcham News ‘ 

Marylebone Mercury .. 

Middlesex Independent 

Muswell Hill Record 

North London Press 

Norwood News 

Norbury & Thornton Heath News 

Norwood Press 

Orpington, St aia Cray Times 

Paddington New 

Purley & ( Son Advertiser... 

Palmers Green & Southgate Gazette 

Penge & Anerley News on 

Paddington Mercury 

Peoples Advertiser 

Penge & Sydenham Advertiser 

Potters Bar Gazette. 

Queens Park Advertiser 

Richmond & Twickenham Times 

Richmond Herald 

St. Pancras Chronicle 

Sutton & Cheam Advertiser 

Sutton Times & Cheam Mail. . 

Sidcup & Kentish Times 

South London Press 

South Western Star 

Stratford Express 

Streatham News 

Surrey Comet . 

St. Marylebone & Paddington Record. . 

South London Observe 

ham, Forest 

Gazette 

South London Advertiser 


Hill é Penge 


1 
Stoke Newington & Hackney Observer 


Surrey County Herald 

Staines & Egham News 

Sutton & Cheam Herald 

Staines, Ashford & Sunbury Chronicle 

Tottenham & Edmonton Weekly 
Herald . ‘ 

Tooting & Balham Gazette 

Twickenham & Whitton Chronicle 

Thames Valley Times .. 

Uxbridge Weekly Post 

Wood Green, Southgate, Palmers Green 
Weekly Herald 

Westminster Chronicle. 

Wallington & Carshalton Adv ertiser 

Wellington & Carshalton Times 

Wembley Observer oe es 

Walthamstou "hom ; 

Walthamstow, jon & c hingford 
Guardian . 

Westminster & Pimlico News. 

Willesden Chronicle .. be 

Wimbledon Borough News bs 

Wanstead Express & Independent . 

Woodford Express & Independent .. 

West Ham Express & Independent . 

West London Press 

Wandsworth Borough News 

Wembley News . 

West London Observer” 

Walthamstow Post 

Weekly Telegraph, W altham Cross 

Willesden Citizen 

Woodford Times 

Wood Green Observer .. 

West London Chronicle 

Woodford, neg & Buckhurst Hill 
Guardia’ ‘ 

Wallington & Carshalton Herald 

Woodford Gazette ; 
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GREATER LONDON SURVEY 


with evening papers, it is per- 
haps worthwhile to attempt some 
measure of the duplication be- 
tween these two groups. If we 
accept, as seems reasonable, that 
these two groups of papers in 
fact fulfil quite different func- 
tions, then it is also reasonable 
to assume “normal duplication” 
between them. On this basis 68 
per cent of the 29 per cent of the 
population who do not read 
evening papers should be readers 
of local weeklies. Thus, the addi- 
tion of a reasonable cover of 
local weeklies to a campaign 
using the three London evenings 
should result in a combined 
cover of somewhere in the region 
of 90 per cent. 

In other words, local weeklies 
can not only add additional 
weight in Greater London to a 
nationally based campaign, but 
for a more localised campaign 
they can provide valuable cover 
in addition to that obtained by 
the three evenings. 

Now, about the special charac- 
teristics of Greater London itself. 
This huge conurbation of 95 
administrative areas is, to some 
extent, an abstraction. These 95 
areas exist primarily for adminis- 
trative and statistical purposes 


(Continued from page 403) 


and the boundary line which in- 
cludes them does not follow the 
pattern of newspaper distribution. 
Weekly papers published in one 
administrative area and carrying 
in their titles the names of others, 
do not stop short at Local 
Government boundaries, and it 
would be an almost impossible 
task to show the complex and 
overlapping patterns of weekly 
newspaper distribution. The best 
we can do, therefore, is to in- 
clude in Greater London, all 
those papers which, either from 
their title or from their place of 
origin, appear to circulate within 
the area. On the page opposite 
is a check list of the 162 
papers which fulfil these condi- 
tions. It is quite likely that there 
are some border line cases and 
it may well be that the list can 
be increased. Current informa- 
tion, at any rate, leads us to be- 
lieve that this figure of 162 is a 
fairly close and reasonable esti- 
mate. 

The orderly manipulation of 
such a mass of material is not 
without its difficulties and the 
wide choice which obviously pre- 
sents itself to the advertiser has 
brought about a situation which 
has no parallel in other major 


I—ADULT POPULATION AND READERSHIP 


| Adult | 
| Population Weeklies | Evenings 
ie Ch os a ae & 
Total wo | 100 100 
Men: AB es ee | Pas gay 
c a ee 91 81 
i -| 26 .| 2 |, Be 
Housewives: AB | 45 | 47 | 47 
ee 73—CO| 72 | 7-2 
DE .. 28-0 25-6 | 28-0 
Other Women: AB 1-5 146 15 
c 2-2 24 | 2-2 
DE ; 10-4 | 95 10-2 
Sub Total: Income Grade 
AB. ‘ 140 12-3 11-5 
Cc | 18-0 18-4 17-5 
; DE |} 71-0 6-3 6|| 6 lo710 
Sub Total: Sex | | 
Men P 4-1 | 493 | 46-2 
Housewives 39-8 37-5 | 39-9 
f Other Women | 41 13-2 } 13-9 
Sub Total: Age | 
16-24... 143 147 «| «149 
25-44 | 399 | 410 40:3 
45-64... +“ 32-8 | 34-7 31-2 
65 and over .. 13-0 126 | 13-6 


RICHMOND 


HERALD ano 
BARNES & MORTLARE HERALD 


Member A.B.C. 


Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Saturday’s issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond 


RIChmond 331! 


ADVERTISER'S WEEKLY 


It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


or... 
PUTNEY 
ROEHAMPTON 
SOUTHFIELDS 
WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 
ET 


c. 


Head Office: 
144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 
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ADVERTISER'S WEEKLY 


Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES OF EIGHT LOCALISED EDITIONS 


Complete and intensive coverage by the 
Kentish Times Series is given in the 
circulation area of over 130 square miles 


of Kent which 


includes within its 


boundaries the thriving towns of :— 

BROMLEY, DARTFORD, ORPINGTON 

ELTHAM, BEXLEYHEATH, ERITH 
SIDCUP and CHISLEHURST 


A.B.C. certified net sale 


83,265 


COPIES WEEKLY 
FLAT RATE 23)- per s.c. in. 


Head Offices : 
TIMES BUILDINGS, SIDCUP 


London Office : 329 High Holborn, W.C.1 


Tel.: Foots Cray 3077 (3 lines) 
Tel.: Holborn 2730 


also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Lewisham 
Borough 
NewS serirs * 


LEWISHAM 
BOROUGH NEWS 
Tuesdays, 3d. 

* 


LEWISHAM 
JOURNAL 
Fridays, 3d. 
* 


SYDENHAM, FOREST 
HILL AND PENGE 


GAZETTE 
Fridays, 3d. 


* 


Give complete cover of the 
Borough of Lewisham 
TWICE A WEEK 
* 
LOAMPIT VALE 
LEWISHAM, S.E.13 
TiDeway 1436 and 1808 


EDGWARE & DISTRICT 


POST 


POST 


HARROW & DISTRICT 


POST 


Circulating in 

Edgware, Burnt Oak, Mill Hill, 

Colindale, Hendon, Kings- 

bury, Queensbury, Stanmore, 

Canons Park, Belmont, 

Harrow, Elstree, and Boreham 
Wood. 


AREA POPULATION OF 
OVER 100,000 


COMBINED RATE 8/- per s.c.i. 


2 Hale Lane, Mill Hill 
London, N.W.7 
Telephone : MIL 198! 
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conurbations. Not only do we 
find in Greater London a number 
of papers which are associated 
in series—usually a small number 
up to 10 which cover a particu- 
lar area—but there are also 
several groups which offer to the 
advertiser a selection of 44 
spreading widely across the face 
of London. Newspapers in a 
series generally resemble one 
another very closely in their con- 
tent, make-up and _ editorial 
policy, and vary only in their 
selection of local news. The 
groups, on the other hand, in- 
clude papers from different series 
and different parts of the area, 
and the main reason for their 
association together is to serve 
the advertiser who needs to 
cover a wide area at a combined 
rate. This means that out of the 
162 papers some can be used for 
advertising as part of a series, 
others as part of a group, while 
there remain some which are 
completely independent, These 
series or groups, numbering 15, 
according to Advertiser's Aid, are 
not mutually exclusive and cer- 
tain papers appear in a group 
and a series. 


Tables 
Explained 


Only 30 of the 162 papers are 
not included in one or more of 
these groups or series. Papers 
which are associated with one 
group or series only number 81, 
and the remaining 51 can be 
reached through two. Three of 
the groups extend well beyond 
Greater London. In the check 
list mentioned above the associa- 
tion of individual papers with 
groups or series is indicated by a 
number against each which 
corresponds with the numbering 
in the table on p. 403. “X” indi- 
cates that the paper is not asso- 
ciated with any of these groups. 

Now what about circulation? 
Almost all the big groups publish 
their circulation figures, but as 
we have seen, certain papers 
appear in two groups and the 
group totals cannot be added to- 
gether to give an overall circula- 
tion figure for Greater London. 
What is more, some of the 
groups, as we have seen, include 
papers which circulate outside 
our particular area. The group 
averages vary between approxi- 
mately 8,000 and as much as 
22,000, and out of those publica- 
tions that give individual circula- 
tion figures the average seems to 
run at something above the 
22,000 mark, perhaps nearer to 
24,000. On this basis, it might 
be fair to assume a total weekly 
circulation of about 2,100,000. 

If we apply the local paper 
readership figure for the south 
eastern area to London we arrive 
at a figure of very nearly 44 
million. We may thus be safe 
in assuming an average of a little 
over two readers per copy, rather 
less than the figure of readers 
per copy for London evening 


papers, which stands at about 2-6. 
It is interesting to note that there 
are about 2,600,000 households 
in Greater London and it is not 
unreasonable to suggest that 
local weekly papers are to be 
found in 80 per cent of them. 

In considering the price of 
space in local weeklies it is parti- 
cularly worthwhile to distinguish 
between cost and value. The 
space costs quoted by 10 of the 
major groups of local weeklies 
operating in Greater London, 
average out at about 4-4d. per 
single column in. per 1,000 circu- 
lation, and it is inevitable that 
this figure should be compared 
with that of 2-4d. for the London 
evenings. These figures mean 
broadly that the advertiser can 
get in touch with 1,000 readers 
of local weeklies for approxi- 
mately 2d. and 1,000 readers of 
evening papers for about 0-9d. 
But the question is, “with what 
readers, for what purpose, and 
in what surroundings?” 

The advertiser will naturally 
choose to use one or other or 
both of these media, according 
to the nature of his campaign 
and the relative cost will be 
assessed in terms of value for an 
individual campaign. If the cam- 
paign is purely local—and we 
must not fall into the error of 
considering all media solely from 
the standpoint of national cam- 
paigns—or if there is to be a 
tie-up with retailers, then the case 
for local weeklies is, of course, 
strengthened. 

It seems clear, and here we re- 
turn to the statements that intro- 
duced this review, that the local 
weekly fills a special space in the 
Londoner's life and can present 
advertising material in a news- 
paper which has its own local 
character and associations. The 
fact that the local weekly seems 
to occupy a position somewhere 
between the daily newspaper and 
the magazine, and has, as far as 
can be seen, a longer life and a 
greater proportion of magazine 
editorial matter, may well mean 
that the advertisements it carries 
are seen and remembered to a 
greater extent than is the case 
with those in the daily Press. 

It will be recalled that the 
Hulton tables of advertisement 
attention value indicate that the 
average attention value of adver- 
tisements of comparable size is 
greater in magazines than in 
newspapers. 

So far, research has made no 
pronouncements about the locul 
weeklies, but the possibility of 
higher attention value should not 
be ignored. 

In sum, the local weekly is a 
medium which has no parallel, 
and its value in certain clearly 
defined circumstances is conse- 
quently much greater than its 
cost. 


|| END OF GREATER || 
LONDON SURVEY 
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— London’s —T Weekly! 


STRATFORD 
EXPRESS 


OVER WEST HAM 


i , Forest 
R Oo g oO Oo 0 ] —_ Following on the reintroduction of Conté Artists’ materials to 


: studio and drawing office, now comes the famous series 1335 
i ee extra fine crayon pencil. These pencils, made of the finest 
; Californian Cedar, have square crayons and are available 
in 60 different shades. In single shade, or in special Presentation 
cases of 1, 2, 3, 4 and 5 dozen assorted crayons, at no extra cost. 


IMPORTANT WANSTEAD Ask your Art Dealer or Stationer for full details and shade cards. 
& WOODFORD 


BOROUGHS =n 


AND SURROUNDING DISTRICTS BARKING SQUARE - CRAYONED 
including Ilford, Seven Kings, Chad- Becontree, Oagenhem. ¢ Lo. tn 
well Heath, Romford, a 


—— Buckhurst Hil, Epping, est. WALTHAMSTOW ARTISTS’ PENCILS 


The Newspaper of Suburban Essex Sole Distributors for the United Kingdom and Channel Islands: 
Srnce EXPRESS OFFICE - STRATFORD - E 15 HARTLEY REECE & CO. LTD. 


Advertisement Manager: G. S. HOWARD: MAR. 1617 _ 289-293 High Holborn, London, W.C.1 
"Phone : CHAncery 666! "Grams : Hartrese, Holb, London 
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ote BUSH HILL brig HIGHWAY, al l types of 


PONDERS END, ENFIELD LOCK, 
OSs 


PALMERS peo " + Pi ostal 


Pe ee ee Saco othe ticle: an iae ned 


OLD SOUTHGATE, NEW SOUTHGATE, 
BOWES PARK, WINCHMORE HILL, 


GRANGE PARK, WEST ENFIELD ANO Containers and 
THE IM Nort London, wth a wt oo || SMIAIDOaNA backed 


lation of 184,638 and a rateable value 
of £1,809,672, are consumer areas 


which cannot be neglected Envelopes 


FULL COVERAGE 
IS ASSURED BY THE made S ll 
ENFIELD GAZETTE AND THE i +f a 
Geliot- 


PALMERS GREEN GAZETTE 
46,493 were | Wihitmane Co 
SILVER STREET, ENFIELD, MIDDX. Rodney 45060 & 6165 3 Ay 


MEMBERS OF GREATER LONDON’S GREATER PRESS, 
92 FLEET STREET, LONDON, E.C4 
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Packagin 
A new monthly feature 
starts here. It will cover 
not only the design of the 
“selling” part of a pack— 
the label, the colour, etc. 
—but also problems con- 
cerning the pack itself, and 
its place in the marketing 
structure. 
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INCE its formation in 1930, 
PATRA, the Printing, 
Packaging and Allied Trades 
Research Association, has ac- 
tively developed and applied 
the appropriate branches of 
science towards improving and 
making more certain in prac- 
tical results the work of all 
concerned with the production 
and use of printed matter. 
PATRA is one of the associa- 
tions operating under the Depart- 
ment of Scientific and Industrial 
Research, and its lay members 
comprise general printers, printers 
and publishers of newspapers, 
magazines and trade journals, box 
makers and users, stereotyping 
electrotyping firms, tin 
| printers, process engravers, paper 
_ makers and merchants, and print- 
* ing ink, machinery and equipment 
| manufacturers. Member firms 
| pay an annual subscription. and 
‘the Association receives a pro- 
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Patra: Backroom Oi The Container Industry 


rata grant from the Government 
through the D.S.LR. 

Fundamentally, PATRA’s 
function is to help its individual 
members to overcome technical 
difficulties arising from any par- 
ticular job going through their 
works. Many of the problems 
are solved by tests in the Asso- 
ciation’s laboratories, and advice 
for eliminating the fault is given 
to the inquirer. When necessary, 
however, PATRA'’s scientific staff 
visit the works in question and 
study the problem in consultation 
with the firm’s own technicians. 

During a_ recent visit to 
PATRA‘s_ headquarters at 
Leatherhead, Surrey, the present 
writer was conducted over the 
laboratories and workshops; and 
the variety of the valuable work 
being done there emphasises the 
increasing importance of scientific 
research to the printing, paper 
and allied industries. 

Take, for instance, investiga- 
tion of the specialised difficulties 
encountered by makers of paper 


and cardboard containers and 
packets which has since 1943 
formed a major item = of 


PATRA'S research programme. 

Mould infection of cardboard 
containers used for packaging 
liquids in bottles posed a recent 


problem solved in 
laboratories. Retailers had com- 
plained that in a number of 
instances the internal parts of the 
package and the bottle labels had 
been badly disfigured by mould 
growths. The suppliers of the 
commodity, which consisted 
largely of water and sold in small 
bottles with screw-cap closures, 
asked PATRA to trace the origin 
of the mould and to suggest a 
method of prevention. 

Laboratery examination of the 
wrappings and bottle labels 
revealed that the moulds are of 
a type frequently found in paper 
and cardboard, and undoubtedly 
originate in the materials from 
which these materials are made. 

Unless specially treated, all 
paper and cardboard can contain 
the spores of many kinds of 
moulds, but normally the condi- 
tions under which the paper and 
board are used ensure that the 
spores remain dormant. Examin- 
ation of the packages sent to the 
PATRA laboratories confirmed 
that the paper and board from 
which they were made were in- 
capable of inducing spore 
growth. 

Attention was then turned to 
the method of sealing the bottles 
packed in the cartons and this 


PATRA’'s 


revealed the cause of the mould 
infection. The bottles had been 
closed with screw caps, and dur- 
ing transit some of the liquid 
contents. had leaked out and 
damped the interior of the card- 
board container and also the 
labels on the bottles. Only one 
or two of the bottle-tops in each 
package were faulty, but the 
leakage was sufficient to dampen 
a number of adjacent bottles and 
a considerable part of the pack- 
age; consequently the mouid in- 
fection throughout each package 
was fairly general. 

The solution of that particular 


DAVID LE ROI recently visited 
the laboratories of Patra—the 
Printing, Packaging and Allied 
Trades Research Association. He 
describes here how the organi- 
sation helps to solve many prob- 
lems arising from the use of 
printed packs. 


packaging problem was then 
obvious: To prevent leakage from 
the bottles, PATRA recommended 
the use of a flush cork closure as 
well as the screw-cap. Dryness 
is essential for the prevention of 
mould growth, and experiments 
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Design and Layout 
Limelight of the Layout 
Romance of Type Design 
Type and Copy Calculations 
The Use of Illustrations 


ADVERTISER'S WEEKLY 


... This is not a book for the mar 
who wants only a superficial know 
ledge of printing, design and layout 
It is far too thorough and detailed for 
that 
But it is a book that every seri 
ractitioner and student should b 
2 or borrow 
Indeed, not to have read it would be 
equivalent to a serious actor neglecting 
to study the stage directions of G.B.s 


FREE 
EXAMINATION 
FORM 


Take Advantage of this FREE OFFER 


| PRINTING DESIGN AND LAYOUT 


by VINCENT STEER Foreword by BEATRICE L. WARDE 
This Important Book gives you NEW AND HELPFUL IDEAS on every page and contains CONSTRUCTIONAL 
SUGGESTIONS for IMPROVING PRINTED MATTER. It is illustrated by 300 DIAGRAMS. 
LIST OF CONTENTS (abridged) 
36 Charts for Casting-off 
Training the Mind to Visualise 
Cevelopment of Caligraphy 
Principles of Type Selection 
Historic Styles of Ornament 


An International Parade of 510 of the World’s Leading Typefaces 


300 DIAGRAMS 


SIR WILLIAM CRAWFORD, K.B.E. 


-.. 1am very glad that a new edition 
has come out, which improved on a 
book where I thought little improve- 
ment would be possible. 

... The new edition is a pleasure to 
handle and study, and in this is an 
example to all advertising designers, 
printers, publishers and compositors, 
who could not possibly possess a 
better handbook for the promotion 
of their craft. 


Please send me PRINTING DESIGN AND LAYOUT, in | volume. 
or send you 10/- deposit and 4 further monthly payments of I0/- (cash price 47/6). 


INDEX of 900 REFERENCES 


T. B. BROWNE, LTD. 


...It is a book which every adver- 
tisement layout man should read. 
In my experience layout men do not 
know enough about type, paper and 
the technicalities of blockmaking. 
Besides being a useful work of refer 
ence, this book contains much know- 
ledge of practical value to the man 
who designs advertisements 

(Signed) Ronatp B. Browne 


TO VIRTUE & CO. LTD., AW Dept., 53, Upper Parliament Street, Nottingham. 


OCCUPATION 


Lettering for Layouts 
Decorative Use of Rules 
Choosing the Right Paper 

The Commercial Typographer 


4th 
Edition 


SIR FRANCIS MEYNELL, R.D.1. 


Mr. Steer’s book is a most remarkable 
achievement It is encyclopaedic. 
There is no typographic subject known 
to me which is not dealt with here. . . . 
His detail, in word and in pictorial 
example, is as accurate as it is com- 
prehensive. ... [have read many books 
on the subject, and once even wrote 
one myself. I make no exceptions 
when I say that Mr. Steer’s seems to 
me by miles the best. 


| will return it in one week, 
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FROM SKYLON TO CYCLON! 


Daring design is not limited to Festival Exhibitions. It was not press advertisement to catch the eye. 
easy to evolve a stand that would dominate so homely an event Leon Goodman design does that, whilst always 
as the Cycle and Motor Cycle Show at Earls Court. Yet the leading the spectator’s attention to the products 
“Cyclon”, as we call it, which we created for the Hercules Cycle and their sales points. For therein lies the whole 
Company has undoubtedly done that thing! purpose of good display —and, maybe, the reason seensveo 
Whatever the size of your stand at an Exhibition, it is as for our continuing success. If you think we hy " ne 
important that it should dominate its surroundings as it is for a could help you, too — just ring Euston 5351. ' 


a 
Leon Goodman Displays wcre> 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET : LONDON - W1 - EUSTON 5351 


“ Ni capes, ‘ a ee aa a. | aa i og et ri o- a aie ea 
x sta = «© ; : m : : 7 ie 3 
9 N 4 » 
NOVEMBER 22, 1951 409 ADVERTISER'S WEEKLY : 
‘ 
‘ a : 4 bale Siemans eta ibe i * Tae seek a, oe ‘ E 
~~ ae (ee Tr = ee ON . 
oe ae a re ee, 2 a ; = 
Seale 3 ee as eee gee - ono TG eae a ig 
yaar? =e. = es gg en (eer o . Pai: > ier. gue 
f Br sy 4 a i a ak > a Ae 4 i ‘4 Bee : * 
ee oe ee be - a +h rs a. Dg Ou) a i pee 7h A Hiig ape “va E d = 
a es, A. ral 5 . Sn eee “Siu - ; ' a f.. mS P i. 
rs 4 a er int i af 2 ae aa a # 
ae qs. Via 7 ae vee a . ag” E " c 5 ae tne i 
4 ; "a 7 as a * i... 4 ee 4 Ae cy. 
Bee : ! &: p : "7 Hon, a FE ™ oo : rs P re y fs mS y iat rane a } 
. : as ee } é : oe j ; a A “bes ; 
aes a ae , ie a * 9: ae “aa ot i ae 
‘ re a ee a) ‘ — “a ee + 
Tks Ze < “- \ Sa Ae Cth Ps ce ‘er > ee = 
on i ha . \ PEERS ne gern. ee) i 
, is Se +i < AD ie iy os , 4 a, Pa x (Filgs a). . ane 4 7 
E a Oy, ba * s. LAL. 7 \ ” a Sy a EAS ic Ps é a 7 P 
ae a % Soe ee ae = Be F ot a oe : ; 
ee ; cast i ees “eee eT 8 he y 5 
al ae a =, “ a \ oe tee Ree ee ae 1 Lee an Z al 
. , E ¢ : , . a ES Ge ee am y (aa. ix - has 
Be rs : ie a 6 Re > ae: ale ne Se : 
x Pe aie ; ' “ i Somme: | Suieal “@ is, hy Pe a : 
x 2 Oe wath : eins 4 ; ie sae eS “a Ae oe a at. 
Ce SS bees ; fb a ae a 4 
e oie re i sa me ./ fT sas oes 
. ~ aa G —. 0U0UC Fags pce ae rcs “i r —— oe oe $s uy 
be $e cre: a? ‘ 3 ? Se 4 ef i 
oe ‘a ad - 5 glee . ae ; 2 : 
a pee Po. is \ ae a 2 , ’ 
ti 5 Ss % POEs, By a e a tO ' ” a a : TY 4 Be ~ae 1 an : 
ae eT Lis” 3 \ ‘hy | [gaat ia ale ia 
i _ ane - fine, . eo \ a a Atal : 
F : a Fl. ie } an Oa os Bs = wae. * Pie Vee “ ay \ 2a ae ieee ¢ 
a: i BP oe :4.. <a be, oe “oy pe a ] . - mime a? , ar 2h 
ie : ae aay . LAREN ; ll a +4; ee 1s i. e e eH 4 § 6 F ote a ipl ‘ a. “a 
” d z a <td 2 : ae a. cet By 2 Pas) a E* : 7 : =? 7 ieee 
q a er Ea it a ae “sy i = os ee ee i iS fice! " ; i? ¢ i 
F aie ye = 1 yt ig [eee 2 an E a eat ae qj ‘ * 
: ae =s _—_— Eas 2 hay SEO Bi, ‘i y ee : uh hy a7 i. 
\ ae” hee Ss al » 3% j (sen ) Po ee Yo (Se @ | * 3 fe ga a ‘ad 
. OO! x ii © "\ So) . : \ f' 28), A - 
- - A Fe ie F F 0 ea is: pa a \ \\ \\ ie): an ad :. 
oT = RS \ eee ee ae: Pepe Oo < 4 e 4 . E 
a ie oe = oe aay Eg ; 5 ia Eo te fe - i ae “y a 
ae a Ss lee cere ee. a es 7 a, 
, a. i: a ae a. un, ae rl eearas ae : ™ 7 a ee} : a. | ? 
Z me wv SES ; ey, i oo i Raia? nie) a i 
. iy _ exc <4 Fen. pees: Ms a +e a > ae 2 | 
ae yaa : : ae ~ " pe j Ye ef ee Pees f 
5 | 2 E ‘ ~ TA ig OMe - weil Ey Beds el 
a oe a ¥ eae a a ee ~ S ¥i ] 4 Jae ye ; 3 s 
f iP. ’ . i, = ! OS  eeiy hi Creed see - al - J ~ ge a ae Lakh q 
2 a _ es | te Seige em iety ao} Me, a fl te bea, ey 
\ “fe -s . oe a etter ot ana) el MF a. re ye : 
a g a. + Fa ( ‘te im. epee =e Oe 4 Be ve) i. ee. en t.. * y 7 
°F CL 4 % a ee. ee ee ae Te cs : 
ia - f Cri >.’ |e Be eae gs ee ud . ex y ve. 
| a Fy Fe 7 i ge ' = . a vib. at ota a ae) “ Baie i> esnd 4 - : er A i ' 
, ae 7 Mi! , v 13 Al Agee oa : ¢ o > ee . : . os \ i 
ra *- i iY WF \ 7% Se ee ee aes: - Ga sh ' ‘ 
e 7h * 3 . a Pos ee. am ys oe, es tok ee | ee Fe —t , ; 74 ve eer ; 
- ee! {FARE o, UH ee es ee to Roa ty se ee ht 
oo fs ; } 3 E ea Bee ¥ i} i ee is ae ¥ af : mh) 
i S ‘ ‘ ae wie, ti Dre ee 8 oe ee ee OT eet ee F i 
ee * “ ’ ‘ # che 8 ee ; Ei ; a - 2 s a> 4 eo 
oo . : " ye een ieee te: | MN ie! 
iz. be ¥ 
a Bae ON es ae ee 1448 . ihe : 
3 § ; ~ ‘Caan. © ig ii ie Me ome an a . ae a 7 it “a 
ae Pay, > ie ‘= —  * 4 TT ——té‘<‘(S + ~ a: 
hi Kees y coe 4) at / bP ~~ aaa _—  ) epted r y, ; 
, NU Ape oo; ; wee ke — vi 3 
© Kaen ie 3 4 ae baa 7 s bat. 
, a FA ’ 7 
aad j OM f(y Rae So Bias 
3 : ieee Rae. ae _ 
sf side od er oe 
eer aed ‘ 
: 
ee ‘ 
he 
ee : 
as. 
. - . 1% 


POOR N 4 lp) Am acs 6 


ween 60 


ADVERTISER'S WEEKLY 


YORKSHIRE 
BUYS BECAUSE 


. « « most of the 225,000 people living in 
York and Malton, and the Ridings round 
about this cultivated area, are regularly 
employed in agriculture and ancillary pur- 
suits including the breeding of thoroughbred 
horses. Also in the area, there are many 
specialised industries; confectionery and 
cocoa manufacturing, railway engineering, 
beet sugar refining, brewing, milling and 
glider manufacturing. These industries are 
employing specialists and highly qualified 
craftsmen who are drawing big wage- 
packets and represent a growing potential 
market for your products. 


If you want to sell your goods to this prosperous area— 
Advertise in 


THE YORKSHIRE GAZETTE 


NET SALE 11,714 ABC 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265. 


Leeds Office: Russell Chambers, Merrion St., Leeds 2. Leeds 24998 
’ Manchester Office: Midland Bank House, 26, Cross St., Manchester 2. - Blackfriars 3930 


PPPS LSS SLSLCLCSLOPLOLOL® 
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WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 
specify 


SP Ebb Ube” 


Screen and Water Soluble 
Brush types available 


Ideal for Outside and Indoor Display. 


* 


Shade cards, prices, etc., enquire :— 
CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 
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Backroom of the container industry—Continued. “4 


in the PATRA laboratories have 
established that the relative 
humidity inside a package should 
not be allowed to exceed 70 per 
cent. 

Another packaging problem 
posed for the PATRA labora- 
tories concerned discolouration of 
parchment paper bags used for 
packeting tea. The bags were 
dyed red, and soon after manu- 
facture developed down one side 
a dark streak of sufficient inten- 
sity to spoil their appearance, 

Preliminary examination of a 
number of bags showed that the 
stain invariably corresponded to 
the side seam, suggesting that the 
defect was connected with the 
adhesive used in manufacture. 
Chemical tests then revealed that 
the red dye of the bag was sensi- 
tive to acids; when these were 
diluted with water and dropped 
on to the red paper the latter 
colour changed to a deep blue. 
Further analysis established that 
the main constituent of the 
adhesive was starch. 

It was then shown that the 
starch adhesive was slightly acidic 
and was, therefore, responsible 
for the colour change. Another 
test showed that alkali had no 
effect on the red dye. An alkali 
adhesive (e.g. a starch adhesive 
comtaining borax) was substituted 
and was quite safe used in con- 
on with the original red 

ye. 

This and similar problems 


relating to paper bag manufac- 
ture led to PATRA publishing for 
the benefit of makers a list of a 
few simple tests which manufac- 
turers of paper bags can easily 
apply themselves. The tests are 
with dilute solutions of acids and 
alkali and immediately reveal 
whether any particular dye used 
for the paper is compatible with 
acid or alkali adhesives. In this 
way the maker is saved much 
time and trouble, as he can 
decide before beginning manv- 
facture whether or not the 
materials he proposes using are 
liable to chemical discolouration. 

Other services provided by 
PATRA for package makers and 
package users include instruments 
for measuring the strength of 
packages and package materials, 
their permeability to water 
vapour and to gases such as air, 
oxygen, nitrogen, carbon dioxide, 
etc. There are also devices for 
establishing permeability to 
liquids such as water, fats and 
oils, and methods for fixing the 
liability of paper and cardboard 
to the growth of moulds. 

Cardboard box and fibre con- 
tainers are tested to destruction 
on a number of devices that 
simulate the worst possible treat- 
ment such packages could receive 
in transit. From the data thus 
obtained makers are advised of 
alterations that will strengthen 
their products and igcrease their 
useful life. 


Off The Shel 


TINS WORTH KEEPING ARE A 
PERMANENT ADVERTISEMENT 


By Ronald Vickers 


— Peek Frean presenta- 
tion boxes, on which the 
brand name appears modestly on 
the under surface will, I think, be 
retained and remembered by their 
recipients for many years to 
come. They have been designed 
by Lonsdale-Hands Associates for 
the American and Canadian 
markets. 

How strange it must seem to 
those go-getters across the 
Atlantic that a British manufac- 
turer should dare to enter these 
coy contestants for the gift sales 
market without the blare of 
branding or display. And yet 
how wise it was to resist the 
temptation to include even a dis- 
creet panel of advertising on the 
main surfaces. The boxes will 
be purchased for their beauty 
alone, and anything which might 
impair their artistic excellence 
would affect their sales. 

It is rare indeed that a manu- 
facturer can identify the interests 
of high art with high figures on 
the sales chart. Nine times out 
of ten the best ideas are strangled 


at birth by financial limitations— 
the life of a packaging man con- 
sists largely of trying to make 
silk purses... . 

The choice of subjects for 
these packs is very interesting. 
The designer's problem was to 


The brand name is out of sight 
but, hope Peak Frean, never out 
of mind while the tin is kept. 
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THE OTTAWA EVENING 


ONTREAL LA 


HALIFAX CHRONICLE- HERALD 


HALIFAX MAIL-STAR 


eg Oy 


@ For instance, Canadian newspaper advertising of Dettol has won in a short 
time 10.4% of Canadian buyers. 


@ Canadian newspaper advertising of Austin and Hillman cars has played 
a vital part in their success in te market. 


@ Canadian newspaper advertising of Tootal fabrics secured immediate 
consumer response and a large number of new retail accounts. 


@ These newspapers have a combined circulation reaching 986,000 Canadian 
families in nine strategic markets.The “readers per £" cost is almost 12% 
cheaper than a London metropolitan newspaper of 
978,000 circulation. 


Get your FREE copy of “U.K. SUCCESS STORIES of 1950’—case histories of 
the successful use of Canadian spap dvertising by U.K. and Continental 
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SAMUEL McILWAINE 
17 FLEET STREET, LONDON, £.C.4 


Aquascutum Raincoats , Morton Soup Mix 

Astral Refrigerators . Huntley & Palmer Biscuits 

Austin Cars ; 4 Nugget Shoe Polish 

Tootal Fabrics Dettol Antiseptic 

Pyramid >" pe ne oe — information, consult 

Eno’s Fruit ts ndrews Liver ts 

Kiwi Shoe Polish Rolls Razors SAMUEL McILWAINE 

Dento Dental Plate Cleaner Ephazone Bronchial Remedy 17 FLEET STREET 

Lines Bros. Toys, Baby : Daks Trousers EC4 
Carriages, etc. Gor-Ray Skirts LONDON, 

Macleans Tooth Paste Smith's Clocks TELEPHONE CENTRAL 1698 

Peek Frean Biscuits Lyle’s Syrup 
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FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


Shor 


Pec: ARTS ie 


HIGHEST GRADE 
CLEAN & SHARP RY EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


**DAY-GLO?’? printERS 


SPEEDY SERVICE 


evenr on scarrerion 
SUPPLY + ERECTION + RENOVATION, 
REGINA STUDIOS = A one to 
27, BOSTON ROAD, HANW 
rey ae wes 


Agency Enquirres Especially vite 
Prompt Personst Attention « Strictest Confidence 


Ifa newsagent were marking up his 

Trade Papers he would definitely — 
“No. I"’ on the National Ni 

—the only Trade Paper with a _~ 

figure circulation. 


Send for Advertisement Rate Folder 


NATIONAL NEWSAGENT 
BOOKSELLER STATIONER 


107 FLEET STREET - LONDON - E.C.4 
PHONE: CITY 2604 (4 lines) 
emmeme A.B.C. Net Sales Certificate —— 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 
DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON: S.W.1 - TEL. VIC 0912-3 
w ORKS———_—____ FULHAM 


Priestleys 


COMMERCIAL ROAD, GLOUCESTER 2228123 
LONDON - MANCHESTER > CARDIFF > BIRMINGHAM 


ROTAPRINT & MULTILITH USERS 
We offer a speedy Photo-Litho service 
that te sovond to none.... Our speed is 
your asset. 
For QUALITY ond RELIABILITY 
Phone Shoreditch 3942 


VARILITH TH SERVICES LIMITED 


HENDON 
BILLPOSTING 
COMPANY 


pel: 


3 Academy Buildi Fanshaw Street, N.! 


ants? 


like our new illustrated 
Ask lg en = 
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Tins make a permanent advertisement— continued 


“The Trim label has an American look about it.” 
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THOROUGHLY TOOL 
CAN BEFORE OPENING 


* 


4 


It comes from 


Australia, 


choose something that appeal to 
as wide a field of taste as pos- 
sible, without resorting to the 
picture postcard level of art. 


* * * 


RIM by name and trim by 

nature is this canned meat 
label from the sunny land of 
Australia. 

Is there any virtue in trimness? 
In this case, undoubtedly, yes. 
For if there is any slogan which 
every manufacturer of food pro- 
ducts ought to repeat to himself 
morning, noon and after dinner, 
it is the old adage (amended) 
“Cleanliness is next to profitable- 
ness.” 

It does not matter twopence 
that a product is sealed up in a 
metal can against whose impreg- 
nable armour dust, dirt and 
microbes are powerless—if the 
outside looks dirty the housewife 
will think the inside is dirty. 
Note that I do not say if the 
outside is dirty—I say if it looks 
dirty. Untidiness, muddle, poor 
printing and dowdy colours al! 
give an impression which is the 
opposite of cleanliness. There- 
fore success rule number one for 
the prepared foods market is— 
devise a pack which js heat, trim 


and clearly printed 
colours. 

The Trim label possesses all of 
these desirable qualities. Strangely 
enough the design has a distinctly 
American look about it. This 
may be because as a new nation 
the Australians are more sus- 
ceptible to outside influences than 
some of the older hands. 


* * * 


NOTHER Empire country 

from which we have received 
some interesting examples of 
modern pack design is South 
Africa. 

This Benedict label for their 
South African fig conserve is not 
likely to start a _ revolution 
amongst the fig-eaters of either 
Cape Town or Camberwell, but 
it does have two good points 
which are frequently missed by 
the doyen manufacturers of 
Europe. 

One is the clarity of the brand 
name. The other is that poten- 
tial customers are shown by an 
attractive and _ true-to-nature 
illustration exactly what they are 
buying. The product name is 
cleverly tied up with this by 
being inserted in a panel which 
links also to the brand name. 


in bright 


Benedict 


“Not likely to start a revolution, . . .” 
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A Map to show 
the location of the new premises 
to be occupied on November 26th 1951 by 


T. BOOTH WADDICOR 


and Partners Limited 


at 38 Park Street, Mayfair, W.1 


: — Telephone : Grosvenor 7511 
> 17 ae close by many of their distinguished clients 
\ 7 Tm Ge Others are dispersed widely 
in the country at large 
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) inadequate, 


+ zines would be available. 
) the big people in the * 
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HE failure of the Aldwych 

Club to acquire the head 
lease of its premises has come as 
a real blow to the members— 
and also to anyone who has had 
the pleasure of experiencing the 
Club's hospitality. 

Enjoying a very moderate rent of 
£900, the members made a valiant 
effort to raise the necessary funds. 
£7,500 was, I learn, put up in pro- 
posed debentures, the rest to be 
raised on mortgage, but the lease 
went for £1,000 more than the Club 
was able to offer. 

I was not at the auction, at the 
Rudolf Steiner Hall, myself. I 
understand the bidding on behalf of 
the Club was done by Alan C. 
Lucas, the hon. treasurer. F. 
Simmonds, and Max Ritson, were 
among the members present. 

Now, the Club is faced with the 
rospect either of acquiring new 
eadquarters or, in three years’ 
time, of paying the new owner a 
rental that may well be considerably 
higher than the present one. 


* * * 


IN TALKING) with Graham 
Donaldson, newly appointed adver- 
tising manager of Spicer’s, the 
question of the formation of an 
a club in Edinburgh arose. 
Donaldson (who has been with 
leaner, the Edinburgh store, for 
some 16 years, except for war 
service), feels that a purely social 
approach to the problem would be 
A primary need, he 
feels, is premises where talks could 
be given, and textbooks and maga- 
Some of 
“Athens of the 
North” should get together to con- 
sider the question of providing 
) funds, in his opinion. 
Mr. Donaldson began in advertis- 


414 


ainly Perdsonal— 


ing with Mather & Crowther— 
“office boy - Gordon on” was 
the ape put it. Subsequently 
he worked whh Joseph Thorp, the 
printing consultant, and the London 
Press Exchan 

Coming to London has meant 
— Or somewhere to live and 
—for the time being at any rate— 
giving up his — of fishin; He 
tells me, incidentally, that + ae rs 
has been in the control one 
family, in direct . for 
three hundred years. 


* + 
SUPPOSE someone told you that 
an agency man had been — a 
duke, what would you ss 
Well, so did I, when I 


Apparently I 
was wrong. Mr. Thompson has 
received the title of Duke of Pinta 
from none other than King Juan of 
Redonda. 

Like most of you I had never 
heard of either the Kin 
Redonda. The island of nta 
Maria de la Redonda was, I am 
assured, discovered by Columbus 
in 1493. According to newspaper 
cuttings which Mr. Thompson 
showed me, the previous ing, 
Filipe, was the novelist, M. "- 
Shiel. Having no successors, he 
nominated as the next King the 
poet John Gawsworth, who is duly 
recognised by the Colonial Office 
(Redonda being a British — 
in the Antigua group) as ting Jua 
And now Juan has conferred c 
dukedom (on his __ friend—Mr. 


Memo tor 
Spacebuyers 


‘It is better to do early and from foresight 
that which we may be obliged to do from 
necessity at last’—BURKE 


No one newspaper is indispensable, but no National 


scheme is complete without the Universe. 


A.B.C. Net sales 30th June, 1951: 237,815 copies weekly 


e000 00 00000 


Buy in the right market and get QUALITY QUANTITY - RESULTS at 401- per s.c. inch 


FPIRELD HOUSE 


* BREAMS BUILDINGS - 


LONDON - EC4 


Thompson! In witness whereof | 

was shown a handwritten document 

—“patent of nobility” I suppose 

+ call it—to read which I 

Queen Elizabeth on a 

notable onniien, “enforced to scour 
up my old Latin.” 

Gawsworth is editor of the 
Poetry Review and founder editor 
of English Digest. According to 
Who's Who. his recreation is— 


“Coa nobility”! 

Thompson—a naval officer 
during the war—has himself been in 
most countries. He has had his 
own agency in Fleet Street, done 
radio script writing in America, and 

m in the publicity departments 
of such papers as the Daily Mirror, 
Daily Express, and News Chronicle. 
Under the pseudonym “Thom” he 
did illustrations for the Sunday 
Express and a series of dog cartoons 
for the Star. 


* * = 
ANY  house-hunter among my 
readers who may be contemplating, 


Mentioned recently by the “Evening 
Standard” as one of the few women 
in London (all in advertising) earn- 
ing £3,000-a-year or more is Miss 
G. G. Thomas, president of the 
Women's Advertising Club of 
London, A director of Samson 
Clark and Ca., Lid., Miss Thomas 
includes Aspro among her accounts. 


with reluctance, a figure hovering 
between £3,500 and £4,000, might 
do well to consider means 
adopted by Stuart Emery. This 31- 
year-old commercial artist has had 
built for himself at Twickenham a 
house (designed by J. A. Strubbe) 
sufficiently original and attractive to 
provide the subject for an illustrated 
article in a recent issue of Odhams’s 
Ideal Home. 

The cost of the house with extras 
was £2,198; land and conveyance, 
£80; development charges, £170; 
mortgage, legal, and architect's fees, 
£290; felling trees, etc., £42. Total: 
£2,780 and eminently worth it! 

For the past five years with 
Pulford Publicity Lid., Mr. Emery 
does general commercial design, 
packages, showcards and so forth. 
He is married, with two children. 

” - a 
I AM glad to see that the long- 
service aspect in works relations is 
catching on. An important recruit is 
Greenslade & Co. (Reading) Ltd., 


NOVEMBER 22, 1951 


Blow to Aldwych 
Club: Poet-king con- 
fers dukedom on 
advertising man: In- 
spiration to house- 
hunters: Greenslades 
use long-service idea 

in works relations. 


By CONTACT 


the designers, 4 “yo and 
letterpress printers, who have now 
founded the “Greenslades 25 Asso- 
ciation.” 

At the inaugural dinner, attended 
by 40 members and their wives, 
G. O. Tayler, chairman, paid a well 
deserved tribute to his joint manag- 
ing director, Thomas H. Pettit, who 
founded the Association, and among 
those who sent congratulations was 
William C. Thielé, founder of the 
Yardley 20 Club. 

There is to be a reunion of mem- 
bers every year, and a presentation 
will be made by the firm to incom- 
ing members who have completed 
25 years’ service with the company. 

The impressive “Roll of Member- 
ship and Record of Association Re- 
unions Book” is bound in full 
brown cape levant morocco, has the 
Association’s badge gold-blocked 
on the front cover, and is enclosed 
in a green buckram folding case 
lined with green velvet! 

*’ 


x * 


DENMARK, with a population of 
four million, has about fifty 
agencies, I was told by Leif Berg, 
a director of one of the three 
> est—the Gutenberghus agency, 

Copenhagen. 

©" Publicit films are an important 
section of this agency's work, and 
Berg is convinced that there is a 
big opportunity on Danish screens 
for British advertisers. It is in 
pursuit of this idea that he visited 
England a few days ago. His 
agency, along with others in 
Belgium, Germany. the Netherlands, 
Sweden, and Switzerland—all in- 
terested in publicity _films—are 
represented here by Gerard Holds- 
worth Ltd. 

Eight minutes at the beginning of 
each programme is the normal 
period for publicity films in 
Denmark. 

Berg, who worked for four years 
as a copywriter with J. Walter 
Thompson's in Denmark, tells me 
that his country has its packaging 
and newsprint problems. But I 
must confess that when he told me 
that daily papers average 14 or 16 
pages, my sympathy evaporated 
somewhat ! 


WEEKS WISECRACK 


~ 


“No, Miss Fewclothes, 
Women’s Advertising 
Club or not, I cannot 
possibly increase your 
salary to £1,250,” 


a as 4 
| a 

. FS 

es , 
a j ge: .. 
a fk | 
a 7 ay 
4 x i~ 2 

| a a) + | 7S ee £ | 
il \ 1 i 
As -§ = d - | 
‘ ZN 
: 
a 

; ee SENG . 

- NB) 

a : ee a xO = 

‘ The Cniverse 

Be 


NovemBer 22. 1951 5 ADVERTISER'S WEEKLY 


HIRISTIAN}ERALD 


Gets Results Because its Readers Have Faith in it! 


INCREASE IN RATES SINCE 1947 
INCREASE IN PRICE SINCE 1948 
DROP IN READERSHIP! 


THE CHRISTIAN HERALD COMPANY LIMITED || 


6 TUDOR STREET, LONDON, E.C4. Telephone: CENTRAL 3624 
. 
OR, 4 WESTERN ESPLANADE, PORTSLADE, BRIGHTON, SUSSEX 
Telephone: HOVE 47288/9 


ca ee ee 
AN APOLOGY and a SUGGESTION 


Will advertisers or their agents who have been 
unable to obtain space recently, or whose 
announcements have had to be omitted 


PLEASE ACCEPT OUR APOLOGIES? 
SINCE NOVEMBER 1950 OVER 20 NEWLY BUILT 
PERMANENT SHOPS (large and small) HAVE BEEN 
OPENED including THE COUNTRY’S ONLY POST- 
WAR DEPARTMENTAL STORE (occupying 35,000 

square feet) in 
THE NEWLY CONSTRUCTED CITY CENTRE OF 


PLYMOUTH 


BRITAIN’S FOREMOST CITY IN RECONSTRUCTION 


Approximately another 30 business premises 
will be completed in the next twelve months. 
To avoid further disappointment and if desirous 
of covering this go-ahead area in 1952 
SPACE SHOULD BE RESERVED WITHOUT DELAY 
in the 


WESTERN INDEPENDENT 


The only SUNDAY newspaper produced in the West 
(Member of the A.B.C.) 


For Readers 
And Advertisers 
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THE 
OBSERVER 
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RATES AND FULL INFORMATION FROM 
c an _ CHILETT. Advertisement Man: ° 
7 Alto Hill, Plymout “ mr os Tis, > 5 
o. 1 Cuaeksons. "ao Fie t Street, E.C.4. Tel. Central 2626 
ARNOLD ELLIS, Cromford Ho Me rket St., Manchester. Tel "Stockiriors 6987 
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LOVELL 
RUPERT CURTIS 


are using 


“HANDY - ANDY” 


hand drying machines 

Hygiene matters to the food 
industry. Other users buy these 
machines because they cut out 
laundry bills and stop pilferage of 
towels; but it is the story of 
hygiene told to an intelligent aud- 
ience in FOOD MANUFACTURE 
which brings in the worthwhile 
inquiries from the big users. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 
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CURRENT ADVERTISING 


ACCOUNTS MOVING 
Big Soap Move 
Next March 


F. C. Pritchard, Wood & 
Partner; Ltd. have been appointed 
to handle the advertising for the 
soap products of J. Bibby & 
Sons Ltd., of Liverpool. 

At the moment no fewer than 
four agents are responsible for the 
five Bibby soap products—Clozone, 
Glee, Pat, Araby, and Bibby soap. 

The appointment will take effect 
from the end of next March. 

* * * 


National and international adver- 
tising next year for Monsanto 
Chemicals Ltd. will be handled by 
Foote, Cone & Steg ees. 

* 


Geo. J. Smith & Co., Ltd. are 
taking over the advertising for 
Brody cm. + 


Sumerling & Co., Ltd., engineers 
to the catering industry, have 
appointed Cavendish Publicity Ser- 
vice Ltd. as their agents. Trade 
and technical media will be used. 

* - * 


Doig Advertising Service (New- 
castle) are taking over the account 
of C. T. Maling & Sons Ltd., 
pottery manufacturers, in January. 

* * * 


NEW_ACCOUNTS 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


a 


HE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and = earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Diges: 
is another publication of the 


MANUPACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 


All published at 


17 Stratford Place, W.1 
Specimen copies om request 


Curtis Advertising Ltd. have 
been appointed for David Reid Ltd. 
and are placing ads. for their 
Mothdoom moti exterminator in 
magazines, pericdicals and trade 
Press. 

* . 

Donald Macdonald (Advertising) 
Ltd. have been appointed for The 
Spencer Wire Co., Ltd., and are 
booking space in trade papers. 

+. * * 


Trowbridge, Pritchard & Co., 
Ltd. (Bath) have been appointed to 
handle the advertising of the Non- 
Sag Seating Co., Ltd. 

* * * 


NEW_ CAMPAIGNS 


Christmas _ advertising for 
Schweppes mineral waters has been 
issued by Clifford Bloxham & 
Partners Ltd. National and pro- 
vincial papers will .be used as well 
as colour pages in Illustrated, John 
Bull, Reader's Digest and class 
angus. 


* * 
Starting in January, Galloway 
cough:syrup will be advertised in 
national dailies, provincials and 
weekly magazines. George Murray 
(Advertising) ase, ave the som. 
* 


A winter campaign for Amami 
hand jelly has begun in women’s 
weekly and monthly publications. 
Agents are G. S. Royd Ltd. 

* * * 


“Ask your dealer” is the slogan 
being used in a campaign being run 
by Wilkes Bros. & Greenwood Ltd., 
for Vedonis underwear. The 
scheme includes half-page space in 
the Daily Express, other large 
spaces in Daily Herald, Daily 
Mirror, and Daily Mail, and an 
inset in last week's Drapers’ 
Record. 

. - ~ 

Women's weekly magazines, in- 

cluding Woman and Woman's Own, 


3 
Res 


This is one of the new ads. for 
Vedonis underwear. 


and women’s monthly magazines, 
together with News of the World, 
Radio Times, Picture Post, 
Illustrated and other magazines, 
are being used for a campai 
running this month and early 
December for Mrs. Peek’s Christmas 
puddings, made by Pek Frean’s. 
The account is handled by 
Press Exchange Ltd. 
*~ * * 

A new campaign for J. & H. 
Walter Ltd., domestic appliance 
division, is using Picture Post, 
women’s weekly and monthly 
magazines and trade papers. C. R. 
Casson Ltd. are the agents. 

. - * 


A half-page in the Daily Express 
for Brevitt shoes last week an- 
nounced the introduction of Cellini 
high fashion court i 
America, made on_ the 
Cellini lasts. The Robert 
Co., Ltd., handle the account. 

* ~ * 


A “brisk” campaign has been 
arranged for Morphy-Richards 
automatic electric toaster in Radio 
Times, Picture Post, Illustrated, 
Punch and women's journals. Agents 
are Spottiswoode, Dixon & Hunting 

* . * 

Advertising for Contours Ltd., 
agents for continental travel, will 
Start in national newspapers next 
month. Auger & Turner Ltd., who 
have again been appointed to 
handle this account, have just pro- 
duced a full colour eight-page 
brochure to open the winter tourist 
season and Autur Display Organisa- 
tion Ltd., an associate company, 
have booked space and are design- 
ing the Contours stand at the Ideal 
Home exhibition. 

. : - 

Haig-McAlister Ltd. have pre- 
pared a scheme for Barrie & Kersel, 
knitwear manufacturers, using 
quarter page spaces in class maga- 
zines including Vogue, The Queen, 
Harpers Bazaar, Britannia & Eve, 
The Field, Illustrated London News, 
The Sketch, Punch, Sphere, and 
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Tatler & Bystander. There are only 
limited supplies of Barrie for the 
home market—most of it is exported 
and the copy approach will be one 
of ‘“name-cementing” rather than 
——? sales. 


Cavendish Publicity Service Ltd. 
have booked a 1952 campaign for 
the British Institute of Engineerin: 
technology. Media covers nationa 
daily and Sundays, Radio Times, 
periodicals and technical and general 
magazines. This agency is also re- 
newing for Harper & Tunstall Ltd., 
drawing office materials, in trade 
and technical media; Newage (Man- 
chester) Ltd., in farming and engin- 
eering papers; and Arthur Lyon & 
Co. (Engineers) Ltd., in farming, 
ne See municipal media. 

” * 


Stowe & Bowden Ltd. (Man- 
chester) are renewing for Reddish 
Chemical Co., Ltd., detergent 
manufacturers, in dairy, farming 
and brewing Press; J. a 
Gordon & Co., makers of tubular 
steel farm gates; and Jordon & Co, 
(Hull) Ltd., motor cycle dealers. 

- * ” 

Advertisin has started for 
Bertram Mills’ silver jubilee season 
at Olympia. Media covers nationals, 
Sundays and evenings, selected 
periodicals and suburban Press. 

reenly’s Ltd. are the agents. 

* ~ * 

A campaign has begun for 
Collin's Magazine in Manchester 
Guardian, Observer, Sunday Times, 
Times Literary Supplement, Punch, 
Listener, New Statesman and 
Nation, Spectator, Country Life and 
The Countryman. 

* * 


OVERSEAS ACCOUNTS 


S. Augstein & Co., makers of 
Sacony suits, dresses, active sports 
wear and children’s wear, have 
appointed Hewitt, Ogilvy, Benson & 

Inc. as their U.S. agents. The 
1952 campaign will be the largest 
in the company’s history and will 
include the most concentrated series 
of full page ads. in Life magazine 
ever run by a fashion advertiser 
during a single selling season. 


~ * * 
Scheme For 


Stationers 


The stationery trade is launch- 
ing a publicity scheme using the 
slogan “Get it from your 
stationer.” Every manufacturer, 
wholesaler and retailer is being 
asked to incorporate this slogan 
in his advertisements 

This form of publicity is being 
used in preference to a national 
advertising campaign, the execu- 
tive committee of the Stationers’ 
Association feeling that the time 
is inappropriate to approach the 
trade for subscriptions for a cam- 
paign involving the expenditure 
of “tens of thousands of pounds 
per annum.” 


* * 


* 
On Her Toes 


In one of the main windows of 
Marshall and Snelgrove’s store in 
Oxford Street, London, is the 
raceful, revolving figure of a 
allerina who is “on her toes” for 
National Savings and who_ looks 
as if she had stepped straight out 
of the blue-and-white poster 
behind, appealing to the public 
to “Keep a g balance” in a 
Post Office or Trustee Savings Bank. 
The ballerina model was provided 
by the National Savings Committee. 
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Announcing— 


HARPERS 
EXPORT 


WINE & SPIRIT 
GAZETTE 


to be published in 
FEBRUARY 1952 


and thereafter at 
4-monthly intervals. 


Harpers EXPORT Wine 
& Spirit Gazette will be a 
‘class’ publication, print- 
ed on art paper with a 
4-colour cover. The 
Editorial will be specially 
written for the EXPORT 
Market, part of which will 
be in French, Spanish, 
Portuguese and German. 


For full particulars and 
advertising rates apply to: 


HARPER & CO. 
8 Lloyds Avenue, 
London, E.C.3 


A New Journal 
For Retailers 


Subtitled “The journal for the 
Progressive Retailer” is Self-Service, 
a new monthly journal published 
(price 1s.) by Practical Press Ltd. 
he first issue has 24 pages, plus 
semi-stiff covers, colour being con- 
fined to the red title-panel and the 
advertisement underneath. There 
are seven pages of advertisements, 
at the ends of the magazine, mostly 
from equipment manufacturers. An 
article on packaging is featured, as 
well as a brains trust report on 
various questions. Size 9} in. x 
74 in. 
7 * 


the Gallup Poll, a ls. 
booklet published by the News 
Chronicle, has been compiled by 
Dr. Henry Durant, director of the 
British Institute of Public Opinion, 
in collaboration with Denis Weaver. 
I* provides answers to all the 
questions most frequently asked 
about ar Poll. > 


The Ideal Touring Bicycle, pro- 
duced as a result of a national 
inquiry launched by The C.T.C. 
Gazette earlier in the year, 
exhibited on the B.S.A. Cycles 
stand at this year’s Cycle and 
Motor-Cycle Show, at Earls Court. 

* ~*~ ~ 

Price of the B.B.C. Year Book 
1952, inadvertently given as 5s. last 
week, is 3s. 6d. 

. * 

Christmas number of the 
Spectator, to which maiy noted 
writers have contributed, is double 
the normal size. Costing 1s. instead 
of the usual 7d. it contains nearly 
40 pages of advertisements, many 
of them for book publishers. 

~ * 


* 
For the sixth year a Record 
is offering Christmas imerick 


Hampers to its readers. Details are 
given in the November 24 issue. 
* * 


oe 
The Sunday Express last week 
rose to 12 pages to include a four- 
page Royal tour of Canada supple- 
ment. Another Sunday which 
featured the event was the y 
Graphic which published the 
second pe of its souvenir supple- 

ment of the tour. 


v7 ge 
/ 


Pe AND AQUARIA 


This poster is being used to adver- 

tise the National Exhibition of C. 

Birds and Aquaria organised by 
Cage Birds and Water Life. 


A display of rare woods featured 
on this “Woodworking Industry” 
stand at the Building Trades FE xhibi- 
tion, Olympia, is attracting a good 
deal of attention. The woods were 
selected and prepared by John 
Ousbey, the journal's expert on 
wood finishing. 


* * * 


November issue of The Director 
carries the first of a series of three 
articles based on a study of direc- 
tors’ careers which is being con- 
ducted privately by G. H. Copeman 
as part of his work for a higher 
degree in the University of Lenton, 

* . . 


Under new management of Ian 
le Maistre, advertising manager, 
and Roy Walker, editor, Theatre 
Newsletter is presented in new 
format as a pocket magazine. 
~ * * 


The Christmas number of Go 
includes a coloured cut-out model 
of the Christmas Hearth and a 
number of charming colour plates 
ranging from the Kissing Bough to 
a tiger. Laurence Whistler, Roy 
Campbell, Sir Norman Birkett, and 
the Earl of Harewood are among 
many distinguished contributors. 

* . + 


A striking promotion shot from 
Norman ark Publications, for 
Cc t, To-day and Bandwagon, is 
a miniature bottle of Dry Sack 
sherry, wrapped in a sheet on which 
are reproduced letters praising the 
magazines. One is a tribute to the 
pulling power of Courier from C. L. 
Smith, general advertising manager 
of Dunlop. 

* * 

British Plastics are to organise a 
second Plastics Exhibition and Con- 
vention in 1953, 

* * o 


December issue of Boy's Own 
Paper, of which George H. Phipps 
is advertisement manager, will carry 
an all-time record number of adver- 
tisement pa \ 

* . . 

From the beginning of 1952 the 
Vauxhall Motorist wil! appear ever 
two months instead of monthly. 
January/February issue will be pub- 
lished on January 15. It is hoped 
to enlarge the new issues to 40 
pages, aS against 28 or 32. Price 
per copy will be increased to 9d. 

* * . 

Copies of a_ three-leaf colour 
brochure giving details of the /952 
World Travel Guide to the published 
b N York Herald and 


London offices at The Adelphi, 
Strand. Each year this publication 
has been heartily supported as an 
advertising medium. 


ADVERTISER'S WEEKLY 


Walk down Milsom Street 
(Bath’s Oxford Street) any week- 
day and try to assess the total 
value of the cars you see—cars 
owned by people who prefer to 
do their shopping in the City. 

The fine shops developed to 
serve the monied visitors to Bath 
now attract discriminating buyers 
from a large area of the West 
Country and the large resulting 
volume of Bath's retail trade 
is yet another reason for the 
steady prosperity of the city 
and its adjoining county areas 
of Somerset and Wiltshire. 

This flourishing cross-section 
should not be omitted from 
any national campaign. It is 
easily reached through the Bath 
Chronicle, which for 9/- per s.c.i. 
gives you positive ‘blanket’ 
coverage of the whole area. It's 
the only evening paper printed in 
Somerset and it sells 36,000 
nightly —14 copies for every 
house in the city. 

You can’t cover the West properly 


without the BATH & =WILTS 
CHRONICLE & HERALD. 


H The ONLY evening paper printed 
and published in Somerset. Get full 

details from: The Advertisement Manager, 

134 Fleet Street, London, E.C.4. 
Telephone: Central 2767. 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT next year’s Commercial 

Motor Show will be held from 

September 26 to October 4. It will 

be followed by the Motor Show 

from October 22 to November 1. 

Both will take place at Earls Court. 
* * 


THAT twenty young members of 
the Eagle Club were entertained at 
the Hercules stand at the Earls 
Court Cycle Show. 
* * * 

THAT the Lord Provost of Glas- 
gow, Sir Victor Warren, and Lady 
Warren, who are leaving shortly on 

visit to the and Canada, 
were guests of Glasgow Press Club 
last week, when they promised to 
convey messages of goodwill to 
sister clubs on the other side. 

* * * 

THAT the Foote, 
Ltd. darts team, which has recently 
beaten Hulton Press Ltd. and 
Kemsley Newspapers, were defeated 
by Erwin, Wasey & Co., Ltd.. last 
week. 


Cone & Belding 


¥ os * 


THAT 


1 Glasgow tailor is using the 
slogan 


“As ye rip, so shall we sew.” 
* * % 


THAT the sports and social club 
of G. Street & Co. Ltd., are pre- 
senting “The Happiest Days of 
Your Life” at Conway Hall, Red 
Lion Square. next Tuesday. 

. ¥ * 


THAT the Grove Publishing Com- 
pany (Manchester) Lid., has taken 


over publication of Manchester 
Corporation Passenger Transport 
Department's bus time-table. 

* * * 


THAT Stowe & Bowden Ltd. gave 
a cocktail party for their clients and 
friends at their London office last 
wee 

* ” * 


THAT a competition to find the 
Raleigh Industries Festival of 
Cycling Girl, was judged by 
Kenneth Horne, sales and advertis- 
ing director, Triplex Safety Glass 
Co., Ltd.; A. D. McLean, chairman 
and managing director, Dorland 
Advertising Ltd.; and F. J. Lyons, 
rT ia director of F. J. Lyons 
Ltd. 
ne * * 


THAT two courses of lectures on the 
principles of photo-engraving will 
begin at the London School of 
Printing and Graphic Aris in the 
New Year. 

* * *~ 


THAT a window display competi- 
tion organised by Collins to cele- 
brate the 21st anniversary of their 
Crime Cub series was won by 
Burnside’s of Wandsworth. Second 
was John Beal & Son of Brighton. 
and third, the London Co-operative 
Society at East Ham. 

* * * 
THAT Fabian of the Yard is writ- 
ing an Empire News series. 


T 
ADVERTISING MANAGER’S CORNER 


Showdown 


There’s room for amateurs in every walk of life, 


but the man who parades his ignorance all the 


year round is making the wrong sort of exhibition 


of himself. 


Even so, lots of people do it under 


the impression that they are saving money. Many 


otherwise sound business men plod along with 


cheap, home-made 


versions of other people’s 


advertising when a litle professional co-operation 


could really start things rolling for them. 


Harris about it. 


Ask 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARPS ADVERTISING | 


MITED, 29-39 —, STREET, LONDON, W.! 
Tel. REG 3295 


Austin cars score heavily by this example of unconscious humour in bill- 


posting, to be seen at the end of Shaftesbury Avenue, London. 


the posters, tailor 


Beneath 


Beresford provides an advertising wisecrack— ‘My 


business is pressing—I'm prepared to dye for you. 


wor PINS veEFK 


THAT this poster ha: been issued 
by the Rubery Owen group of com- 
panies in connection with Work 
Saving Week which is now in pro- 


COSTS KILL 
ANOTHER WEEKLY 


One of the oldest weekly news- 
papers in Scotland, the 10,000 
circulation Dunfermline — and 
West Fife Journal, is to cease 
publication next week because of 
rising costs, 

The paper, which incorporates 
the Inverkeithing Journal, was 
founded as the Dunfermline 
Journal in 1840. It was the first 
of the provincial weeklies to use 
linotype setting and in 1937 it 
adopted the present title. 


ADVERTISING 
DIARY 
Friday, 


November 23. 
LiverPoo. aNnD District — 
CITY ASSOCIATION. W. H. Wilde 
on “Classified prertier- —Cin- 
derella or princess?"" 7 p.m 
‘ovember 26. 


wee or LONDON. 


“Two bad types” 
(H. Butler my H. J. Hewson). 
Aldwych Club. 6 p.m. 
y¥. November 27, 
REGENT ADVERTISING 
C. Anstice Brown on “Advertising 
Law” (Educational Iccture). 
INCORPORATED ADVERTISING MAN- 
AGERS Pw atm 
Price maintenance 
night) Waldorf Hore! 
Wednesday, November 28. 
INSTITUTE OF PACKAGING 
Visit to 


Cus. 


$30 p.m. 


(Mid- 
Bournville 


ADVERTISING CLUB OF OXFORD 
lan MacDona'd on “The "Why" 
and ‘How’ of marke:ing research.” 
Sl — 6.30 p.m. 


"Selling “0 Class ‘A’ Women’ — 
Siow, luncheon = session 
B.D we AA 


Waldorf Hotel, 
we 

Friday, November 30. 
INSTITUTE OF PUBLIC 
annual conference. 
10.30 a.m 

Monday, 3. 
Pusliciry CLUB; oF EEDS. 
ilms provided Aims of 
Industry Ltd Pench Restaurant 


p.m 
Tuesday, 
Beaks 
Cus. 


RELATIONS 
Caxton Hall, 


4. 
AND Bucks Pusticity 
Educationa! lecture. Oasis 


applications 
Roval Hotel, 

PuBLICITY 
Visit to 


Slough 

CLus 
Rowntree & Co 
cocoa works at York. 
Thursday, Decem' 6. 

Pusticitry Cius OF WOLVER- 
HAMPTON joint social with Birming- 
ham Publicity Association (at 
Birmingham). 


How Psychology Helps Sales 


Most vital factor in selling is a 
knowledge of the workings of the 
mind, said Norman F. Phillips, 
of the Metal Box Co., addressing 
the British Sales Promotion Asso- 
ciation at the Howard Hotel, 
London. 

Mr. Phillins declared his con- 
viction that only by following 
psychological laws in sales work 
could Britain hope to hold its 
own as an industrial nation when 
the present sellers’ market gave 
place to the buyers’ innings. 
Younger members of most sales 
staffs had never known what real 
selling was, and most of the 
older members needed to re-learn 


basic sales technique. One of 
the main mechanisms in the mind 
which operates in selling was the 
process known to psychologists as 
suggestion—the process by which 
an idea tends to realise itself and 
become a fact. 

The law of concentrated atten- 
tion; the Jaw of auxiliary emotion: 
the law of reversed effort; the law 
of subconscious teleology; these 
governed the mental processes by 
which suggestion operated in the 
buyer's mind. 

Instances were given to show 
how each of these laws could be 
harnessed to assist the sales 
department. 


sn Onan rz 7 ee " ‘ (ee ee ). ee = ae 2 ey on 2. etal ER a = 
Ce 418 NOVEMBER 22, 1951 Sy 
p> ae Cae ee . 
* Pee ra a ay a 
4 | AUSTIN SEVEN I WANT You! |”: 
. ee mst er tre Be 5 
* ; ; ys Se aA roa - 4 ~~ ee z ; 
SR : 
| uae i — ek an Z 
7 ez emg at ~ e ; ppm - ciel ¥ eo oy 
; ee =a © 
% ai a | 
ner 0 ok 
‘i a THE : 
a WHEELS 
: RUN : 
5 Ss 
" ime §=SMOOTHER vil 
a © WHEN WE ’ 
a | CUT OUT a 
. E5sARY 
et stir 5” 
+44 H : ° o% 7 
| a rOEOI<i --° 
s | a i P La 
ay - - : 
‘ | " | Po ) 
nf a 6 
. ee ——if_ 
c Cafe Reading 
‘ ee Wedesday.” December. 5 
A Berks ano Bucks Pust.icity 
: ee Sauna ol srrke “resnerch. 
f market research 
, a 
q t : 
es ee 
‘ 
ee ae 
ie 
i = 
P| 
‘ 
ee 
Be es 
ue 
. _ = s 
cs ~ 


NOVEMBER 22, 1951 


419 
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Holborn Advertising Agency Expands 


FIVE YEARS OF STEADY PROGRESS 


Just over five years ago Tibbenham 
Publicity Ltd. began in one room in 
High Holborn. Within eighteen months 
they occupied the whole third floor. 
Since then, steady progress has been 
made and it recently became apparent 
that more floor space was needed. 

The second floor was therefore taken 
meet 
Agency’s additional requirements for 
their compact and efficient organisa 


over and re-planned to 


tion. 


The Directors, Account Executives 
and General Office staff have new and 
better cffices, whilst the Media Records, 
Production, Studio and Print depart- 


ments have been enlarged 


No. 244 High Holborn is a 


typical London building with a | 


passage entrance—but inside, 
the Agency's offices have been 
given the “‘new look’’. A modern 
flush door with a glass panel 
bearing the “public eye’’ which 
is featured in all the advertising 


and stationery issued by the 
Agency, leads into the main 
corridor where a _ decorative 
scheme in blue, grey, pink and 


the 


The new reception office 


white has been carried out 

In these pleasant surround- 
ings, the Tibbenham Agency is 
providing improved facilities for 
their growing list of clients and 
planning still further develop- 
ments. 

The Agency handles a wide 
range of general Accounts as 
well as many in the Agricultural 
and Technical fields 


AGENCY TAKES OWN MEDICINE 


| oO. Joe PUBLICITY LTD 
246 GH MOUBORN LONDON WC A Ree womens fe 


Not many agencies use the 
national Press to advertise 
themselves and it is therefore 


PRESTIGE CAMPAIGN 


I fine cits, 


NORWICH 


NORWICH UNION 


One of a series of colour pages produced 
Tibbenham Lid., the 
Tibbenham Pub 
Norwich Union Insurance 
now appearing m Go 
Punch, Country Life, House & Garden 


by Willsmore & 
Norwich associates of 
for the 
and 


iecity 
Socteties 


Courier 


refreshing to see one of the 
younger Practitioners taking 
their own medicine by the use of 
small display spaces in The 
Times. The illustration shows 
the first of these announcements. 
Tibbenham Publicity Ltd. plan 
and prepare their own publicity 
in the manner recommended to 
clients and allocate an agreed 
percentage of turnover for ad- 
vertising The success of the 
system is shown by the growth 
of the agency 


| Strange but True 
A new chent walked into the office 
of one of the Directors of Tibbenham 
Publicity Ltd. and placed an advert- 
isement on the desk. **This is the type 
of advertising we want’ he said. 
The odd thing was that the sample | 
he produced had been designed by 
Tibbenham's. ] 
Life is very odd, isn’t it? 


Review of Frint 
Special ro Ae om 


What's going on over there? is 


the title of a twel\, age 
booklet produced for the © uncil 
of Ironfoundry Associations by 


Tibbenham Publicity Lt It ts 


a condensed version of th (25 
page Grey Ironfoundry |ndus- 
try’s Productivity Team port 
on their U.S.A. visit, aud is 
illustrated with statistical 
sketches and photographs in 
sepia 

The book - 
let, written 
for foundry 


workers, is 
set through 
out in 12 pt 
ime s 
Roman and 
split into™ 
easily - read 
paragraphs 
Clarity is the” 
keynote of 
this well-planned booklet 
Another booklet from 


Tibbenham Agency is one { 
ing 


Houchin Diesel Generating 


HOUCHIN DIESELS 


< ae | 
Sets. Mr. J. H. Miller-Wheeler 
in Advertiser's Weekly, said is 
is a fine piece of print the 


layout and typography of thes: 
pages are as near pertection as 
one could wish.” 


HOLIDAY HAPPINESS 

“The Resorts of Great Yarmouth and 
Gorleston-on-Sea have had a 
successful season, and much $ 
obviously due to the publicity material 
used, and the Agents who 
entire business.” This extract ts fr a 
letter written to Tibbenham Publuity 
Ltd., who handled the account with ther 
Norwich associates 


problems. 


TIBBENHAM tells 


To advertisers selling in highly specialised 
spheres or mass merchandising to the 
millions T:obenham Publicity Ltd. provide 
a comprehensive and outstanding service. 

Write to-dzy for illustrated folder— 
or call and talk over your advertising 


TIBBENBAM PUBLICITY LTD. 


244 HIGH HOLBORN, LONDON, W.C.1. Tel.: HOLborn 807456 


BEEP vOug pROOUCT IN ly, 


| 


This page is an Advertisement in editorial style designed by Tibbenham Publicity Ltd. 


That technical advertising need not be 
dull is proved hy this Tibhenham designed 
advertisement 


| Advertising Accounts 


David Robinson Ltd. have 
appointed Tibbenham Publicity 
to handle advertising of their 
Radio and Electrical shops. 


Tibbenham Publicity Ltd. 
have placed orders for Rely-a- 
Bell Burglar and Fire Alarm 
Co. Ltd. in forty-one journals. 

Renewals are also being issued for 
“Fleetway” table wringers in women's 
Press. Other Accounts now active are 


“Pitan” chlorinated rubber paints 
Flemings spectacle frames; Girdlestone 
*umps; Stonehill Furniture; Webbs 
lime spreaders Old Argyll whisky; 


Macks farm buildings; James Walkers 
jointing and packing, etc. 


@ Who's Who— 


Don, A. Tibbenham, A.LP.A. After 
initial training in an engineering works 
joined a London advertising avency and 
later entered a pro 
vincial evening. In 
1931 started Wills 
more & Tibbenham 

Ltd. with 
Willsmor 
War seTvice ia 

1 started 
ribbenhawm 

Publicity Ltd 
es gm d Chairman 
and Managing Direc 
tor. Recently elected 
to Councilof British Direct Mail Adver 


tising Association 
Cc. Mark Floyd, A.LP.A. started 
career in Import Merchant's office 


Entered Show business 
Managed and handle! 
publicity for a number 
of Cinemas and 
Theatres Commanded 
A.A. Battery in Ceylon 
Joined Tibbenham Pub 
licity at formation 
Director and 
Manager 
elected to 
Holborn 


ij Recently 
Council of 
of Commerce 


Chamber 


lawyer's office 


Margaret A. Tibbenham began her 


business career in a 
Joinedc hain of Fashion 
shops where she organ 
ised advertising 
Invalided out of A.T.S 
Joined publishing 
house Married Mr 
Don. Tibbenham and 
helped form Tibben 
ham Publicity Ltd 
and became Director 
and Secretary in 1946. 
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ADVERTISER'S WEEKLY 


Let us help with your 
Economy Campaign 


G. F. TOMKIN LTD 
GROVE GREEN RD 


501-5 
LON DON BE. 8 


We specialise in 
economically _ printing 
weekly and monthly 


PUBLICATIONS 


Quotations invited 


CITY OF 


‘BIRMINGHAM 


ANNUAL ABSTRACT OF 


STATISTICS 


NUMBER ONE, 1931-1949 


The first comprehensive abstract of 
a modern British city, forming an 
invaluable reference work for market 
research workers, administrators and 


students of local government. , 


Edited by 
RICHARD PADLEY, Ph.D. 
with a foreword by 


ENID CHARLES, Ph.D. 


Chief Statistical Officer to 
the City of Birmingham. 


Price 15/- By Post 15/7d. 
from 

THE CITY OF BIRMINGHAM 
CENTRAL STATISTICAL OFFICE 
11 CAMBRIDGE STREET, 
BIRMINGHAM, }! 


FOUNDED [Sve — 


to-day the most authoritative textile journal im the world 


COVERS THE ie FIELD po wanes MANUFACTURE 


31 KING ST 


£3! MAN CHESI cn 5 


EMMOTT & COL 
LONOON OFFICE: 2 BEDFORD STREET W.C.2 


TM. 


CLELAND 
PACKAGING) |: 


Cartons, outers and display pieces made 
to order, in immaculate style and in the 
best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 
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CARDBOARD TUBE S) 


OF EVERY DESCRIPTION 
IN ALL DIMENSIONS 


SPECIFICATIONS 


Prices and 


THE KEENEST MAN —_— 


IN THE TRA 


D. FORSTER 


CLAPHAM ROAD, STOCKWELL, S.W.9 
TEL. : Brixton 2067 meme 


s Dinked of 
posters © 


T 
506 ciate” er 
Mica canoe Tomes 


al 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
eTrpies, LIBITED 


72a Plough Rd.. Battersea. S.W.II 
Tel. Nos. Battersea 5300 & 4886 


NOVEMBER 22, 1951 


More News From The Clubs 


Newcastle 


News Stories Set 
Ads. Example 


“I often wish that some of the 
craft put into the writing of the 
average news story could be trans- 
ferred to the copywriting department 
of some of our advertising agents,” 
Trevor Fenwick (director of 
Fenwick Ltd.) said at the Novem- 
ber luncheon meeting of the Publi- 
+ Club of Newcastle. 

he skill displayed in the presen- 
tation of facts since newspapers 

ame so small could never have 
been matched in the history of 
journalism. Unfortunately, the con- 
tinuing fight for circulation caused 
a want of distinctiveness among 
many of our papers. Frequently 
papers could not resist the tempta- 
tion to weaken their personalities by 
imitating one another. 

Did the advertiser to-day take that 
critical interest in each particu- 
lar advertising medium that he once 
did? asked Mr. Fenwick, Probably 
not, he thought. Space restrictions 
and similar factors militated against 
this. Often enough the advertiser 
was glad to take what he could get. 
The small spender of the past, with 
his careful and economical outlook 
over a wider field was, in conse- 
quence, a shrewder judge than the 
same man, now perhaps a big 
spender, could ‘afford to be to-day. 

Yet it was not always wise to 
allow figures and big sales entirely 
to sway one’s judgment. The years 
of free spending on consumer goods, 
in the post-war period, were giving 
place to a time when greater 
thought would need *o be given to 
each detail of a selling campaign. 
And advertising was only one stage 
in the process of selling. 


Oxford 
Advertising And 
‘Inver Philosophy’ 


A well-attended meeting of the 
Advertising Club of Oxford heard a 
talk by E. M. Hugh-Jones, a Fellow 
of Keble College, Oxford, who 
spoke on “Advertising as a Univer- 
sity Course.” 

Owing to the absence of an 

“inner philosophy” he did not think 
the subject lent itself to adoption 
in the way suggested, but agreed 
that much could be done by extend- 
ing the courses at the technical 
schools. 

A lively discussion followed, in 
which most members present joined. 


Deadline For 
Oratory Contest 


Any club starting a public speak- 
ing section before November 30 is 
— for the National Advertising 

lic Speaking Contest. Norman 
Groome has __ been 
national organiser. 

The 1952 programme will follow 
the lines of those of previous years 
and will comprise two contests: the 
first for a team of three persons, 
for the Advertising Association 
Trophy; and the second, an indi- 
vidual contest for the Club 
Development Trophy. 

All competitors must be members 
of their clubs’ public speaking 
sections and hav completed 50 per 
cent of attendances. 


appointed 


Wolverhampton 


Plea For Creative 
Advertising 


In the last two meetings between 
Leicester and Wolverhampton in 
the national public speaking com- 
petition, Leicester have triumphed. 

As a tribute the Publicity Club 
of Wolverhampton invited 
Leicester's outstanding speaker, 
A. H. Franklin, of Gee Advertising, 
to address them. Mr. Franklin 
spoke on “Is Advertising a Good 
Idea?” and made a definite plea 
for freedom of action on the 
creative side and for the ability to 
carry through a g idea to a 
logical advertisement. 

J. R. Howell has been elected 
hon. secretary, Publicity Club of 
Wolverhampton, in place of Selwyn 
Mattox (Wolverhampten Express 
and Star) who has had to resign for 
business reasons. 


= 
Brevities... 
East Anglia Club's yy: 
Ipswich was attended Ned the he = 
—an honorary membe 
session was followed ~y a talk on 
lanning by T. B. Oxenbury. .. . 
dford Publicity Association's 
dinner and dance will be held on 
December 7—tickets restricted to 
150. . . . Deputising for Lt.-Col. 
R. H. Stevens, who is seriously ill, 
Capt. Peter Churchill told Man- 
chester Publicity Association a little 
of his war-time exploits in France. 
An Advertising Quiz session to 
iaunch the junior section of Liver- 
pool and District Publicity Associa- 
tion, will be held at the Electricity 
Showrooms, Liverpool, to-morrow, 
dag The Liverpool team_ will 
test their prowess against six Man- 
eener Juniors after a talk given 
by W. H. Wilde. When Olive 
Hirst (vice-chairman) took the chair 
at the Publicity Club of London 
meeting on Monday in the absence 
through illness of the chairman, F. 
Murray Milne, this was the first 
time that a women had presided 
over a anti, in the history of 
the Clu At the business meet- 
ing of a Club, S. T. Holmes, hon. 
treasurer, stated that of each two 
guinea subscription, £2 Is. 6d. was 
spent on the member. 


Use Of Agents 


The use of advertising agents 
was one of the subjects dealt with 
by an informal discussion group 
at the autumn conference of the 
British Institute of Management 
at Harrogate last week end. 

on taking part included 

B. Bent, commercial manager 
- The Metal Box Co. Ltd.; W. R. 
Hare, director, Reckitt & Colman 
Ltd.; K. ~~ y vice-chairman, 
Joseph Lingford & Son, Ltd.; W. 
McMillan, advertisement director, 
Manchester Guardian and Evening 
News Ltd.; R. Myer, joint 
managing director, Horatio Myer & 
Co. Ltd.; O. W. Roskill, industrial 
consultant; P. Senn, assistant 
manager of Selectus Ltd.; and Miss 
G. Thomas, Samson Clark & 
Co., Ltd. 


At the Young Master Binders 
Group’s sixth annual dinner and 
dance, at the Palmerston Restau- 
rant, Blunt, president 
of the Master Bookbinders 
Alliance, proposed the toast of the 
Group and F. R. Neale, chairman 
of the Group, responded. 
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Legal & Gazette 
Contract Case: Appeal Allowed 


The Court of Appeal last Thurs- 
day allowed an appeal by General 
Publicity Services Ltd., advertising 
contractors, Dover Street, W., from 
the dismissal by Mr Justice Hilbery, 
in the King’s Bench Division = 
June 7 last, of their claim — 
Teign Hotels Ltd., Finsbury ve- 
ment, E.C., for damages for breach 
of contract relating to tariff book- 
lets a free to hotels. 

Roy Wilson, K.C., for appellants, 
said they made their rofits from 
advertising revenue. n this case 
the contract was dated August 21, 
1947, and was for three years, the 
plaintiffs having an option to re- 
issue the booklets for a further term 
of three years. The question raised 
by the appeal concerned the date 
on which the plaintiffs were obli 
to exercise their option if t 
wished to do so, and whether the 
three years ran from the date on 
which the contract was signed or 
from the date on which the book- 
lets were delivered. 

rd Justice Somervell, giving 
judgment, said that the plaintiffs 
contended that the option could be 
exercised at any time during three 
years from the delivery of the 
booklets, and the defendants said 
that it could be exercised only 
within three years from the date 
on which the contract was signed. 
The booklets had to be prepared, 
and they could not be circulated or 
displayed until after delivery. His 
lordship thought that the three 
years ran from the date of delivery 
of the booklets. 

Lord Justice Jenkins said that the 
natural construction of the contract 
was that the plaintiffs must supply 
the booklets in a reasonable time, 
and the defendants undertook to 
display them for three years. They 
could not begin to carry out that 
obligation until they received the 
booklets. The three years began to 
run from the date of delivery. The 
uncertainty from the plaintiffs’ point 
of view would be serious if it were 
held that the three years ran from 
the date of the contract, because 
they would have to bear the expense 
of preparing and printing the book- 
lets, and the time in respect of 
which advertising revenue could be 
charged would an uncertain 
period depending on how quickly 
the booklets could be prepared. 


Lord Justice Hodson also agreed — 


that the appeal succeeded. 
Judgment was entered for the 
plaintifts for £144 4s. 


WILLS 
Francis Georce Howdgp Carter, of 
44 Radnor Road, Harrow, 


consulting 
Provincial Newspapers 
£5,129 18s. 8d. 
THOMAS BAINBRIDGE ALLISON, 
Selworthy Road, Birkdale, Lancs., 
man and managing director of the 
Peerless Refini Co. (Liverpool) Lid., 
yor ae | S ithe 
Incorporated Sales Managers’ 
an SAS tee. 6d. gross, £41 06 as, ‘tod. 


INTENDED DIVIDEND 
ee 2 McCaskiILL, carrying on busi- 
under style of “Park Press,” 
at at 238 Cannock Road, Wolverhampton, 
and at Industrial Buildings, Lint 
ednesficld, general printer. No. 
First of 4s. in the £. payabie 
at 12 Waterloo Road, 


Street, lord Row, 


Vera Clark (married woman), 
Blatchington Road, Hove, Sussex, 
, and formerly carrying 


APPOINTMENTS VACANT 


ae Ae FOR EXHIBITION 
DISPLAY UNITS, EIC., with 


nections wanted by Prouressive Di.piay 

Organisation roducing high grade 

—_ = Pariiculars of cxperience and 
to 

Box 79339 Ad Weekly 16 Pleet St BC4 


APPOINTMENTS WANTED 


LAYOUT AND GENERAL ARTIST 
(including figure and typography). $§ 
— a First class Studios/ 
Are 
Box "2 61 Ad. Weekly 180 Fleet St BC4 

SHORTHAND.1YPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sweet, W.C 2 
(WHitehall 5924). We specialise in 

ient_ personnel. 

ARTIST ~ DESIGNER, age: aged 3), 6 years’ 
RAF, 5 years’ Art School, 1 year 
free-lance, creative and finished work, 
seeks salaried post full or part-time. 
Will accept low commencing salary if 

‘ospects food. Specimens on request. 
jox 9331 Ad. Weekly 180 Ficet St EC4 


ART DIRECTOR 
(Fellow Roya! Society Arts) 


with extensive know cuge of printing 
production and buying, secks an 
appointmem. preferably the West 
End of London, with cither a 


National Advertiser, a Publisher, or 

Incorporated Practitioners in Adver- 

iising. Comprehensive business and 

artistic experience Salary £2,000 
p.a. Please Reply to 


Box 9328 
Advertiser's Weekly, 180 Fieet St., E..4 


on business in partnership with A. 
ALvarez (male), under the style of 
“Alvaciar,” at 21 Jockeys Fields 
London, W.C.1, and 10 Drake Street 
London, W.C.2, | advertising agents. 
(Under Order of 
Proceedings), Order of Adjudication 
October 


DISSOLUTION OF PARTNERSHIP 

Cuagtes ArtTuur Ltioyp, GerorGE 
HENRY + ~+y~y and Heesert Liocur- 
FOOT, gy Border Pub.icity Com- 
pany, 13 nk Street, Carlisie, publicity 
agents. October 14, 1951. so far as con- 
cerns Charies Arthur Lloyd who retires. 


NEW COMPANIES 


Fortnightly Lid, C Ts id. 
-. a amy uildings, 
Blackfriars Street, Manches' 3. , Primers, 
newspaper Sraperatees, Nomias ca 
ors: W. A. Rounder. 
Mrs. J. ~_ = Philli a” F. Chapman. 
Ltd. Commercial 
= publicity agents 
jominal capital £5,000. 
pao E. W. Sellar and Winifred M. 


Studios Ltd.. 19 Chessher 
Street, Hinckley, Leics. Di.play manu- 
facturers. industria] and comme:cial artists 
and designers. Nominal capital: £1,000. 
Directors: T, Carter, A, IT. Short and 
F. yea 


@ Continued from page 381 


America Praises The I.A.C. 


enabled business to be done much 
more smoothly and effectively. 

Sir Miles, who brought greet- 
ings from Lord Mackintosh, 
Drummond Armstrong, and the 
executive of the Advertising 
Association, said that in Britain 
now there was an even greater 
appreciation of the value of our 
relationship with America. 

He believed that with Lord 
Woolton, a practical merchan- 
diser, as President of the Council, 
we could look forward to an even 
greater realisation of the import- 
ance of the role played by adver- 
tising in the affairs of the two 
pations. 


Afterwards, Sir Miles and Lady 
Thomas were conducted round 
the Club. 

“We were delighted,” he told 
ADVERTISER'S WEEKLY, “to find 
that the fireplace made out of 
wood from the blitzed House of 
Commons, and sent over by the 
Thirty Club, occupied a promi- 
nent place. 

“One room of the Club that 
we entered was given over to 
British periodicals; and there was 
no doubt of the growing sense of 
Anglo-American unity — which 
was emphasised by the visit of 
my wife and myself.” 


EXPERIENCED FASHION ARTIST, 
young a secks appoiniumemt. Speci- 
mens she 
Box 9325 wad. Weekly 180 Fleet St EC4 

ENERGETIC Space Salesman with wide 
experience on trade and technica! jour- 
nails, seeks advancement in same fie'd 
__ Box 9326 Ad. Weekly 180 Fleet St ECA 

LAYOUT/PRODUCTION MAN, ige 29, 
secks more setqpeanive post preferabl 

, with oaane, Fully experienced 

roductio: 

__ Box 9314 “ad. 1. Weekly 180 Fleet St BC4 

YOUNG FIGURE ARTIST—four years 
in agencies secks studio post offering 
wider experience. Salary secondary 
consideration, 

__Box 9302 Ad. Weckly 180 Ficet St BC4 

EXPERIENCED YOUNG MAN (28) 
g00d education, seeks appointment as 
advertisemem representative for a fe- 
Putable publication. At present with 
a well known weckly For further 

rtkulars, please write 
ox 9303 Ad. Weekly 180 Fleet St EC4 

ART STUDENT (female). secks position 
in Studio. 9. school certificate, 
2 years’ art @hool. Very keen, anxious 
a Le Specialising book illustration. 


Bor 3304 Ad. Weekly 180 Flee: St EC4 
EX-SERVICEMAN (36). advertisement 
representative, weekly paper, cannot 
drive car 
__ Box 9305 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY artist. with 34 years’ 
agency experience secks a change of 
Typography. — some 
finished artwork. £375 
Box 9306 Ad. Weekly 180" Flee: St EC4 


FREE LANCE SERVICES 


URGENT 
JUDD AND PRESTON STUDIOS 


require top grade freclance artists, 

abe to work from visuals for general 

design work. Also freelance artists 

Specialising in any sphere whose s‘yle 

is original and out of the rut. Write 

or phone in = instance—408 Strand, 
we 1EM 8383, 


TRACINGS: Perspectives: 
Work of any description 
_ Box 116 Ad. Week'y 180 Fleet St_BC4 

EXHIBITION @ANDS, SHOWROOMS. 
SHOPFRO DISPLAYS CK- 


AGING con, Sindivic ual des gn . - ym- 
pletion. J. EDW 


Fine lettering: 


address: Sla Rathbone Place 

Street. London, W.1. Seum 7788 
ART DIRECTOR-VISUALISER, 2avail- 

able to assist sma‘ier agency with free- 

lame ideas and layouts—confidential. 

Box 9332 Ad, Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued frem page iii of cover) 


FREE LANCE SERVICES 


FURNITURE & STILL LIFE DRAW- 
S in scraper, line, wash or colour 
__ Box 9313 Ad. Weekly 180 Fleet St BC4 
FREE LANCE ARTISTS capable of high 
class retouching, layout and lettering, 
colour work, ctc., ate offered accom- 
modation in West End Studio with use 
of bench, drawing board, lighting. heat- 
ing, telephone, ae. an usive rent 30s. 


Wor able 
Box 95 ritsi Ad. Weekly” 180 Fleet St BC4 
PULL-TIME ARTIST willing to under- 
take any line or half-tone drawings and 
letter.ng for reproduction, in a private 
capacity. 
Box 9308 Ad, Weekly 180 Ficet St EC4 


BUSINESS OPPORTUNITIES 


ADVERTISEMENT REPRESE! 
THON required by publishers secking 
-K. coverage for new wade 


ublication. 
Box 9312 Ad. Weekly 180 Fleet St EC4 


SHOW CARDS, CUT-OUTS, 
Dak Jackets, Advertising Folders, 
-. by photo-litho or letterpress 
“(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Covour Primers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 F.cet S:., E.C.4. 
Phone; CENiral 1740 


DRAWINGS for every purpose by ex- 
Perien.ed commercial artists. W. Part- 
< secu ury Square, W.C.1, 


ADV a wishes 10 acquire control- 
ling interest in a small but recognised 
ondon Agency. Replies weated in 

stric.cst confiden. 
_ Box 9315 ‘Ad. Weekly | 180 Fleet St EC4 
ADVERTISER selling to general engin- 
eering and mining industrie, would like 
to hear of suitable adveriising novelties 
1952 distribution. 


about 6,000 and price should be 
approximately 2s. 6d. cach. Weite with 
es 


samples to 
__ Box 9316 Ad. Weekly 180 Fleet St BC4 
ONE OR TWO large offices available 
near Tratalgar Square, furnished or un- 
furnished. Telephone available; mes- 
sages can be taien if desired. Refer- 


Box Bor 9307 Ad. ‘weekhr'i 180 Fleet St EC4 


APPOINTMENTS FILLED 


BOX 150, this position has now 
filled and the advertiser wishes to 
the large number of applicants. 


PRINTERS 


— with Works in London 
criodicals, House 


Organs, oe Journals, etc. Fine co our 
work speciality at compctitativ 
Prices. * asotance with Editorial 


collection of Advertising Revenue sould 
jerms. 


3 one apes 

ic Castle treet, 

_Bedtoré. wee 

PERIODICAL PRINTING. We have a 
vacancy for an established Monthly 


Trade Paper, commencing January. The 
Alcuin Press. 32 Bridge Road East, 
We'wyn Garden City. Herts. 
PRODUCTION FACILITIES available 
for printing an_ established 
journal, Sheet size up to Quad Re Roy 
with run 6,000 upwards. Mono setting, 
Full particulars to The Gatwick Press 
Lid., Crawley, Sussex. Crawley 104, 


SPECIAL ANNOUNCEMENTS 


See November | issue of Adver- 
tiser’s Weekly, pages 258 and 259 
for the Advertising Services 
& Supplies Section. November 
29 will be the next issue con- 
taining these services. 
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CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line. 35s. per 
APPO display 


pb nee ag oe - ON a on' et Minim ~ 
SPACE BUYING) “acer .c ne ‘pias covering ply Ag By te Leading London Studio has 


advertisements seven insertions MUST BE se PREPAID. Address: "Advertiser's 
VACANCY Weekly,” 180 Fleet Street, London, Ect. ChiAucery S044. vacancies for first class 


AT APPOINTMENTS VACANT LETTERING 


PRITCHARD WOOD TECHNICAL ARTISTS required for ¢x- 
panding publications department. n- 
Th 1 oe and varied work On aircraft ARTISTS 
e man we want Wi a marine projects and publications. : 
4 All types of treatment may be expected COMMERCIAL 
probably be between 25 and only good, all-round men need Top salaries, 5 day week, 
F » fea P | apply. rite, giving details of experi- 
and 30 and have had a ence, age and salary required, and en- FIGURE ARTIST good conditions 
few years experience closing work specimens (returnable), to 
Personnel Officer. Saunders-Roe, Ltd., 
buying space in an East_Cowes, 1.0.W FOR Box 9317 
! r , » ASSISIANTS for pubiiciy department 
Advertising Agency. a ensincaring ae ares. NEW ZEALAND Advertiser's Weekly, 180 Fleet St., E.C.4 
. eo OT Col on S lists, etc 
Write fully giving par- to read drawings, but art work not re- 
i eas quired. Some engineering exper ence YOUNG WOMAN required for interest- 
ticulars of education, essential, ‘S-day week. stane age, ¢x- One of New Zealand's ing work on the advertising side “of a 


a 9 > > perience and salary requ ici 5 well known Ficet Street group of maga- 
age, and salary required Box 9301 Ad. Weekly 180 "Fleet St EC4 largest advertising agencies zine publishing companies. Must be 
to invites applications from a ab‘e to type. Particulars of experience 


“ . and approximate salary required to 
H.C. CAFFIN, F. C. PRITCHARD EDITORIAL ASSISTANT Commercial | Artist who | | Bez Suis Ad. Weekiy 180 Fleet St ECs 
WOOD & PARTNERS LTD. for mneteving magesines : “Studio. Administrative 


‘ woman (20-23), as Studio Administrative 
prosperous country. This Assisiamt’ in Wesi Eng Advertising 
25 Savile Row, London, W.1 Vauxhall Motors Ltd., of Luton, ill h Agency Some experience essential. 
man wi ave a proven 
need an assistant to the editor of ; Write, giving details of experience and 
“The Vauxhall Motorist’’ and record of experience but Sa’ary peeeied to Personne! Manager, 
BL RROL GHS WELLCOME & CO., have “The Bedford Transport Magazine." will be young enough to x Weekly 180 Fleet St EC4 
4 vacancy for a pharmacist as a copy- Primary qualification is an ability to ‘ ARTIST “required by engineering firm, 
writer. Work would comprise compila- write clearly and straightforwardly have a future. Illustration oe t London area, for technical pub- 
tion of medical anj veterinary leaflets ety of subjects. Second, ications, line and tone Experience 
and advertisements Previous experi- potest es a ma, ae production | standards must beextremely of similar work essential. S-day week. 
ence desirable but not essential The in all its aspects. Third (though not high, but above all there State age. salary required and experi+ 
position is progressive and pensionable she cnce 
(contributory scheme). Applications foe ge 4 a know- must be the ability to draw Box 9299 Ad. Weekly 180 Fleet St EC4 
which will be treated in strictest confi- 8 , i 
dence, should give particulars of Salary £500-750 according to figures successfully in line or 
experience, age and an indication of ability and poate. Apply in tone for black-and-white 
salary required The Manager, writing to Employment Manager, | : . 
Publicity Division. Burroughs Wellcome . re > yes = WA oo a ie 
& om 183/193 Euston Road, London, VAUXHALL MOTORS LTD. well as in full colour. Lay- T 
Luton, Beds. ; 
COPYWRITER with general agency ex- out requirements are ‘sito 


perience required by West End publi- desirable. 

city department of large company a ARTIST, a rea! first class retoucher re- (1) EXPERIENCED PRINT 
facturing heating and sanitary appli- quired: Able to take charge of Studio The salary offered will BUYER 
ances Knowledge of t in Fleet Street area. Applications will f £1,000 £1,500 

advantage. Write, giving details be treated with strictest confidence. vary trom é1, to tl, 


experience, age anc salary reaui red Replies to c s j Must have thorough 
Box 9298 Ad. Weebly 180 Fleet St EC4 Box 202/ Ad. Weekly 180 Fleet St EC4 aie. wena ae knowledge of paper, all 
qualifications. printing processes, pro- 

duction control, record 

For fuller details, write in keeping. Only those 
strictest confidence to accustomed to handling 


quality work in consider- 
Media Planner | ji Box 9300 able volume need apply. 


Advertiser's Weekly, 180 Fleet St., E.C.4 Excellent opportunity and 


good prospects. State 
He must he = ‘ne schedules, pen = — PROMINENT FOOD MANUFACTUR- salary, All —— 
reports an se them to executives and clients y ERS require at least two men trained in In strictest confidence. 
nature he will be capable of advancing with the agency- display work. Crepe, Pelmets. Window 


Inside displays Current driving ASS 
and that means he has to be good. c Age about 30. Interesting (2) ISTANT LAYOUT MAN 


All branches of display in re- (OR WOMAN) 


= Rie eo <o-operation 
. Box 892 » Surcets, 110 Old . . soni 
Broad Strect. E.C.2. " Experienced in designing 


Contact Executive MEANT OCEUMS Ned tae || guality. Must have 
Seon  Jomas indy as pail Sect quality. Must have 
tary for Publicity inager in } on- , le. 
ss don. Spacious modern bui.ding preacant ——. —— 
> > are se ne jas P sible agency atmosphere. good command of English, ogra /, Excelient op- 
The man we are seeking is already a responsi gency ns chaeiendtedae” Saas — y ioe” Sas 
executive, capable of planning merchandise promotion French. possibly one other language. portunity 
: : . Full details anxious to produce good 
and advertising campaigns, putting his plans on paper and Box 9289 Ad Weekly 180 Fleet St EC4 work. Good prospects. 
following them through. He must be able to inspire the State salary. Include 
creative department, accept full responsibility for the EDEAS/LAYOUT ARTIST specimens which will be 
. An openi it 1 tu- ; 
accounts he handles, must not be above detail work and aity for fewt class creative suum” Well returned. = All — 
should approach clients and directors “with” not “for known London Agency cequires Ideas treated in strictest confi- 
Prarie Layout Artist of considerable experi- dence. 
ec ; 


eme Write, giving full details to Reply (in writing only) 
to 


Box 9319 
The men we are wanting will know their | | Mivertiens’s Woskiy, 180 Flest $t.. 8.04 ADMINISTRATIVE OFFICER 


R . . . 2 job. | 
own value and will probably be in a job EXPERIENCED DIS?LAY CARPEN- THE BRITISH TRAVEL & HOLIDAYS 
Please write giving your reasons why you TER wanied, 10 take poskion ASSOCIATION 
a s ' responsibility. rite giving full STREET, LONDON 
think you are right for the job, marking ticulars of experience and. salary OA St. panees’s , aaieies 
your envelope MEDIA” or “EXECU- Broadmend, Bristol —— i EXPERIENCED ACCOUNTS CLERK 
TIVE.” Your confidence will be respected. } PROD CTION ASSISTANTS with ‘required by established London Agency 
é expcricn © invited to write Must be capable and thoroughly re- 
a C Director, H. liable. Previous agency experience an 
ons vay Hall, Kingsway, sdvastege.- bet not essential. Apply in 
LE ET NICH PARTNERS LIMITED Ww j s of their career to first insta’ 
GG OLSON AND Gate and :o state the salary required. Box 9321 Ad. Weeklf 180 Fleet St EC4 
E - contemplating making SPACE REPRESENTATIVE required. 
a limited number of progressive ra) b ia 
123 NEW BOND STREET, W.! _ appointments the near _future ay = sz oy = i 
PRINTERS REPRESENTATIVE publications. Excellent opportunity for 
—, i. class London pri —— Write oa neg ane experienced man. 
u etails and salary requir ullest particulars. 
Box 9297 Ad. Weckly 180 Fleet St BC4 Box 9296 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


: ES a 

a , 
| : 
e . 
4 | 

a 

i ‘ 
i | x 
: i: : 
& | 
@ a ei“ 
, ) 
at 

a 

es 

ras 

at 

ait wy 

ve , f — . r . ar Oe oe . 1 ae { 7 “Te seas) ai ‘ " ; —/* 


NOVEMBER 22, 1951 


IN NEW ZEALAND... 
THERE’S A 


COPY DESK 


waiting to be filled by an 
Englishman who seeks 
fresh opportunity in the 
land of opportunity. This 
man will be 25-35 years’ 
of age but unquenchably 
young in enthusiasm for 
the job of idea creation 
and copywriting, A mini- 
mum of seven years’ 
agency experience, plus a 
record of working suc- 
cessfully on a variety of 
accounts can be his pass- 
port to a position in one 
of New Zealand's largest 


agencies—total staff 75, 
offices in the 4 main 
centres. Starting salary 


will naturally be depen- 
dent on ability but will 
not be less than £1,000 
p.a. for a man with the 
required qualifications. 
For fuller details write: 


Box $193 
Advertiser's Weekly, (80 Fleet St., E.C.4 


ARTIST. 


PRODU eae man with all- 


round experience. ood organiser. 
Willing to work hard for good pro- 
Weite fully in confidence to 
box sat Director, 

_Ad. Weekly 180 Fleet St BC4 
“Commercial Studio London. 
has a vacancy for a good all round 
artist. Only first class men need apply 
Write in confidence patos age, experi- 

ence and salary require 
Box 9309 Ad. Weekly 180 Y Fleet | St EC4 


LAYOUT ARTIST for progressive agency 


ust be first class man with at least 5 
years’ experience. Write in confidence 
— ase. experience and salary re- 
quire 
Box Sato Ad. Weekly 180 Fleet St BC4 


LAYOUT 
ARTIST 


Rooster Publicity Ltd., offers 
a sound progressive position 
with salary according to 
ability for good layout artist. 
Must have at least five years’ 
experience and have a flair 

for industria] publicity. 
Vacancy also for retoucher, 
preferably with experience 
of high class machine tool 
retouching. Salary according 

to qualifications. 

Write in confidence, giving 
age, experience and salary. 
Also include specimens of lay- 
outs to 

ROOSTER PUBLICITY LTD. 
ROOM 431, TAVISTOCK HOUSE SOUTH 

TAVISTOCK SQUARE, W.C.1 


SHORTHAND /TYPIST, 


age 17/19, re- 
quired for secretarial work in Editorial 
artment of well a2 weekly 


—s ical. lary £5 
9286 Ad. Weekiy Tro Fleet St BC4 


APPOINTMENTS VACANT | 


aa yy SPACE BUYER required ; FIRST CLASS LAYOUT ARTIST re- 

End agency Must be experi- — for Press advertisements. Ability 

i in the planning and i ign an advantage. 

of Press schedules, Write stating age, Pecmaneney, In first instance submit 

qeoeteact and salary required | examples work with full details of 
Box 2 Ad. Weekly 180 Fleet St EC4 | experience, stating rand 


age a y 
required. All replics treated yimaaen- 
tially and acknowledged Hop- 
wood Co., Litd., Mosley Street, 


A CAREER GIRL? 


Perhaps she is, but what we also 
want is someone rather more than 
a Secretary to be a combined 
Secretary/Assistant in an Adver- 
tising Group at a long-established 
West End Agency. Reasonable 
shorthand and typing speeds— 
with absolute accuracy—are essen- 
tials, and so is Agency experience. 
if you're interested write a letter 


Manchester. 2. 


‘THE READER’S DIGEST’ 
need a 


man to take charge, within 
giving details of your age, your their Advertisement Depart- 
education, your experience and the ment, of the copy desk and of 
eed ative all production matters that 
Senior Account Executive, relate to it. Besides tact and 
ADVERTISING DIVISION sense of organisation, a basic 
REX PUBLICITY SERVICE LTD understanding of process 
131-4 NEW BOND STREET, W.! engraving and of letterpress 
printing is indispensable, and 
experience of print-buying 
would be desirable. Applica- 
tions, which should be ad- 
dressed to the Advertisement 
Director, 


‘THE READER’S DIGEST’ 
1 Albemarle Street, W.! 
Will be dealt with in strict confidence 


COMMERCIAL STUDIO reauires a first 
class Retoucher. Position carries good 
salary with ideal working conditions. 
Write fully ~ ony age, experience and 
salary required t 
Box 9311 Ad. Weekly 180 Fleet St BC4 


YOUNG LADY WITH 
EXPERIENCE OF BEAUTY AND 
FASHION ADVERTISING 
—-* oy well known Advertising 

ST SOE A CT 


A 
EXECUTIVE in handling women's 
national accoun - — full. details 


9318 
Advertiser's Weekly: 180 Fleet SECA 


ARTISTS. We have vacancies for a 
LETTER ARTISTS—permanent positions Junior and Senior greeting card de- 
with large film organisation. Experience signer. Excellent studio conditions. § 
in display writing cssential. Only first- day week. Canteen facilities. Write, 
class men considered Apply. aes stating empemence and salary required. 
vious e\perience and salary required Park Royal a PS 

x 231 Ad. Weekiy 180 Fleet St BC4 Box 932 4 Ad. "Weekly 180 Fice: St BC4 


RETOUCHING ARTIST 


A Vacancy occurs on 
the Staff of 


Morgan & Swan Ltd 


for a 


really First - class 
Retouching Artist 


Write or ’Phone for Appointment 
MORGAN & SWAN LTD - NORTHWAYS - NW3 - Primrose 6611 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


P.P.C. 


have a vacancy for a 
Typographer Layout 
Artist. Should have had 
several years’ Agency 
experience. Write, stat- 
ing age, salary required 
and full details to 
Charles Wiseman, 


PICTORIAL PUBLICITY CO. LTD. 
28 Denmark Street, W.C.2 


SALES 
REPRESENTATIVE 


required for well known 
London Display and 
Exhibition Contractors. 
Must be presentable with 
established connections. 
Write to Box 9294 for 
an appointment. 


Advertiser's Weekly, 180 Fleet St., E.C.4 


Well known London Advertising 

Agency has the following vacancies: 

(4) Woman Copywriter/ Executive 
for Women's Accounts, 

Q) Secretary and personal Assis- 
tant to Managing Director. 
Write, giving full details of experi- 
ence, efc., to 
Box 9320 
Advertiser's Weekly, 180 Fleet St., E.C.4 


CREATIVE 
LAYOUT 


man able to produce clear 

and original presentations, 

and able to take roughs up to 

presentable finish. Prefer- 

ence will be given to one who 

has worked successfully in an 
agency team. 

Write or phone for interview 
to Secretary, 

JOHN HADDON & CO. LTD. 
11 Salisbury Sq., London, E.C.4 


WANTED 


A 
Typographer 


by leading West End Agency. 
Must be experienced in pro- 
ducing adaptations for National 
Press advertising. Write in 
confidence to 
Box 9295 
Advertiser's Weekly, 180 Fleet St., E.C.4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


(Continued on page 421) 
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ADVERTISER'S WEEKLY 


TuursDay, NOVEMBER 22, 1951 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 


For men and women who read widely and with 


serious purpose there is nothing to take the place of 


The Times Literary Supplement. It is the best critical 


guide to the world of new books, and has been re- 


cognized as such since it was founded a half-century 


ago. Wherever there is an intelligent interest in 


history or economics, biography or science, the- 


ology or modern poetry, sport or art criticism, the 


T.L.S. is a household name. 


THE TIMES 
Daily Price 3d. 

THE TIMES 
LITERARY SUPPLEMENT 
Every Friday Price 6d. 

THE TIMES 
EDUCATIONAL SUPPLEMENT 
Every Friday Price 4d. 

THE TIMES 
WEEKLY EDITION 
Every Wednesday Price 6d. 
THE TIMES 
REVIEW OF INDUSTRY 
First Wednesday of Every Month Price 1s. 
THE TIMES REVIEW OF THE 
BRITISH COLONIES 
Quarterly Price 6d. 

THE TIMES REVIEW OF THE 
PROGRESS OF SCIENCE 
Quarterly Price 6d. 


STOP PRESS 


A. A. CONFERENCE 
NEXT MAY? 


Advertising Association will one 
ably not participate in World Week 


of Advertising next May —— 
by International Union Adver- 

Drummond Armstrong, director 
of A.A., states “If it is decided at 


on 
Mooday to holé a national con- 
ference in this country this would 
almost certainly take place in May 
and it — be impossible to 
Week in May as well. 
We feel * that a comgite public 
relations plan for advertising is 
preferable to spasmodic attempts.” 


PEACE MOVE IN DUBLIN 


Meeting called for last night 
ae by Irish Transport and 
General Workers Union expected 
to result in withdrawal or suspension 


newspaper and printing works. 


NING UP 


Price increase for photo engray- 
ing, effective December 3, an- 
nounced by Federation of Master 
Process Engravers. It will involve 
cessation of four per cent reduction 
shown on invoices since October 
1947. This means Federation’s list 
of minimum prices, dated August 
1946, is restored to 100 per cent, 
less normal Lae - éon waee 
agreement operative in ober has 
increased costs considerably. 


COUPON OFFER 

Oxydol full page colour ad. in 
current “Pictu: Post” includes 
coupon offering medium size packet 
free if coupon presented at grocers 
= two large nay purchased. 
asey & Co., Ltd., 
aetined state if other magazines 

would be used for offer but pointed 
out that postal rates were causing 
increasing overheads in mail coupon 
offers and best way of reaching 
large public was through such ads. 


ST. BRIDE’S APPEAL 


Dean of Westminster (Dr. A. C. 
Don) opening £210,000 Apveal 
Fand for restoration of St. Bride’s 
Church, Fleet Street, at service held 
in marquee amid ruins of Church 
on Wednesdiy asked L, all who 
work in neighbourh of Fleet 
Street shou'd help or me “au parish 
church and to enlarge and enrich 
it with all that was best in art and 
craftsmanship. Dean ws asked to 
inaugurate Fond by Col. J. J. 

‘or, president of Appeal. 


More copies of “Girl” ey 
during first two weeks of 
“Eagle” daring first at ay of its 
launching in ry 1950. Circulation 
guarantee of 50,000 well exceeded. 


1951. Printed in 


Ti 


Published Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
taeaney Bk England by Staples Printers Limited at at their Great cchfield Street, London, establishment. 
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